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Abstract 
In the digital media landscape, social media platforms have transformed the way audiences interact with content and brands. 
User engagement—measured through likes, comments, shares, viewing duration, and participation—has become a key 
performance indicator for digital success. However, high engagement does not always translate into sustained audience 
retention. This study analyzes the relationship between user engagement and audience retention across social media platforms 
using a quantitative research approach. Primary data were collected from 150 social media users through a structured 
questionnaire, supported by secondary data from scholarly journals and industry reports. Statistical tools such as descriptive 
statistics, reliability analysis, Exploratory Factor Analysis (EFA), Confirmatory Factor Analysis (CFA), correlation, 
regression, and Structural Equation Modeling (SEM) were employed. The findings indicate that emotional engagement and 
interactive participation significantly predict audience retention, confirming a strong positive relationship between engagement 
dimensions and long-term audience loyalty. The study offers theoretical contributions and practical insights for digital 
marketers, content creators, and platform strategists. 
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Introduction 
Social media platforms have transformed from simple 
networking sites into complex digital ecosystems that shape 
communication, commerce, entertainment, and public 
discourse. Platforms such as Instagram, Facebook, 
YouTube, and X enable users not only to consume content 
but also to actively participate in its creation, distribution, 
and evaluation. Through features such as likes, comments, 
shares, reposts, subscriptions, stories, and live interactions, 
users engage dynamically with content and creators, 
contributing to an interactive digital culture. 
In the contemporary digital economy, user engagement has 
emerged as a primary performance indicator. Engagement 
metrics—such as click-through rates, watch time, reaction 
counts, comment frequency, and shareability—are 
frequently used by marketers, influencers, and platform 
administrators to evaluate content effectiveness and brand 
visibility. High engagement often signals audience interest 
and algorithmic favorability, as most platforms prioritize 
content that generates interaction. Consequently, 
engagement-driven strategies dominate digital marketing 
and content production practices. 
However, engagement alone does not guarantee sustained 
platform success. A post may receive thousands of likes, yet 
fail to encourage repeat visits or long-term loyalty. This has 
led researchers and practitioners to focus increasingly on 
audience retention, which refers to the ability of a platform 
or content creator to maintain users’ continued attention, 
repeat visits, subscription continuity, and long-term 
relationship with content. Retention reflects stability, 
loyalty, and consistent value perception over time, making it 
more strategically significant than short-term engagement 
spikes. 
The distinction between engagement and retention is 
conceptually important. Engagement is often episodic and 

interaction-based, whereas retention is longitudinal and 
relationship-based. Engagement captures what users do in 
the moment; retention captures whether they return and 
remain committed. For digital platforms operating in highly 
competitive environments with abundant content 
alternatives, retaining users has become a critical 
sustainability challenge. The cost of acquiring new users is 
significantly higher than maintaining existing ones, further 
highlighting the strategic value of retention-focused 
research. 
 

 
 
From a theoretical perspective, user engagement is 
commonly conceptualized as a multidimensional construct 
consisting of: 
Behavioral engagement (observable actions such as liking, 
sharing, commenting, and viewing) 
Emotional engagement (feelings of enjoyment, attachment, 
excitement, or trust toward content) 
Interactive engagement (participation in discussions, live 
sessions, polls, and collaborative activities) 
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These dimensions collectively influence users’ perceptions 
of value, satisfaction, and connectedness. When users 
experience meaningful interaction and emotional resonance, 
they are more likely to develop loyalty toward platforms and 
creators. 
Despite the growing body of literature on digital 
engagement, there remains a gap in understanding how 
different engagement dimensions structurally influence 
audience retention. Many studies focus either on marketing 
outcomes (such as purchase intention) or brand engagement, 
without integrating engagement constructs into 
comprehensive retention models using advanced analytical 
techniques such as Exploratory Factor Analysis (EFA), 
Confirmatory Factor Analysis (CFA), and Structural 
Equation Modeling (SEM). 
Moreover, the rapid evolution of algorithm-driven content 
distribution has intensified competition for attention. 
Platforms increasingly reward engagement-heavy content, 
sometimes leading to short-term virality without long-term 
retention. Understanding whether engagement genuinely 
fosters loyalty or merely drives temporary interaction is 
therefore essential for both theoretical advancement and 
managerial decision-making. 
In this context, the present study aims to analyze the 
relationship between user engagement and audience 
retention across social media platforms. By empirically 
examining behavioral, emotional, and interactive 
engagement dimensions and testing their structural 
relationship with retention, this research seeks to provide a 
deeper understanding of how digital interactions translate 
into sustained audience loyalty. The findings are expected to 
contribute to digital communication theory and offer 
actionable insights for content creators, digital marketers, 
and platform strategists striving to balance engagement 
metrics with long-term audience sustainability. 
 
Review of Literature  
Brodie et al. (2011) [1], conceptualized customer engagement 
as a psychological state that emerges from interactive 
experiences between users and brands or platforms. They 
emphasized that engagement is not merely observable 
behavior (such as likes or clicks), but a deeper cognitive and 
emotional connection formed through participation and 
interaction. Their study laid the foundation for 
understanding engagement as a multidimensional construct 
involving emotional involvement, cognitive processing, and 
behavioral expression. This framework is particularly 
relevant in social media contexts, where interaction forms 
the basis of user–platform relationships. 
Calder et al. (2009) [2], examined engagement in online 
environments and found that engagement experiences 
significantly influence behavioral outcomes such as loyalty, 
satisfaction, and repeated usage. Their research 
demonstrated that when users perceive meaningful 
experiences online, they are more likely to revisit platforms 
and develop long-term relationships. This study provides 
empirical support for the idea that engagement is a precursor 
to audience retention. 
Cvijikj and Michahelles (2013). This study investigated 
Facebook brand pages and concluded that interactive 
posts—such as questions, polls, and discussion-based 
content—generate higher levels of participation and repeat 
engagement. The findings indicate that interactive 

engagement stimulates sustained user involvement, which 
contributes to audience retention over time. 
Katz et al. (1974), introduced the Uses and Gratifications 
Theory, which explains that audiences actively select media 
to satisfy specific needs such as entertainment, information, 
social interaction, and personal identity. This theory 
highlights that engagement occurs when content fulfills user 
motivations. Retention, therefore, depends on the platform’s 
ability to continuously gratify these needs. 
Holbrook and Hirschman (1982), emphasized the 
experiential and emotional aspects of consumption behavior. 
They argued that consumers are influenced not only by 
rational evaluation but also by emotional experiences such 
as enjoyment, excitement, and attachment. In social media 
environments, emotional engagement plays a critical role in 
sustaining user loyalty and repeat platform usage. 
Napoli (2011) [7], highlighted that audience retention is more 
valuable than mere audience reach. He argued that sustained 
attention and repeated consumption are stronger indicators 
of platform success than temporary spikes in engagement. 
His work underscores the importance of focusing on long-
term audience relationships rather than short-term 
interaction metrics. 
Ashley and Tuten (2015) [8], examined social media content 
strategies and found that informative, entertaining, and 
visually appealing content significantly enhances 
engagement longevity. Their findings suggest that content 
quality is directly linked to sustained user participation, 
thereby influencing audience retention. 
Gefen et al. (2003), explored the role of trust in online 
environments and established that trust significantly predicts 
continued usage behavior. In social media platforms, trust in 
content authenticity, platform security, and community 
interaction strengthens user commitment and long-term 
retention. 
Muniz and O’Guinn (2001), introduced the concept of brand 
communities, emphasizing shared identity, rituals, and 
moral responsibility among members. Their research 
indicates that strong community engagement fosters loyalty 
and repeated interaction, which are critical elements of 
audience retention in social media platforms. 
Bucher (2018), discussed the influence of algorithms in 
shaping engagement patterns. She argued that algorithmic 
amplification prioritizes content that generates interaction, 
thereby reinforcing engagement loops. However, algorithm-
driven visibility may not always ensure long-term retention, 
highlighting the need to differentiate between algorithmic 
engagement and genuine audience loyalty. 
Bright and Logan (2018), warned about digital fatigue 
resulting from excessive social media usage. Their research 
revealed that information overload and constant exposure 
can negatively affect retention, as users may disengage from 
platforms due to cognitive exhaustion. This finding 
introduces an important moderating factor in the 
engagement–retention relationship. 
Hollebeek et al. (2014) [3], defined customer engagement as 
a multidimensional construct comprising cognitive, 
emotional, and behavioral components. Their framework 
provides a theoretical basis for measuring engagement in 
structured research models and supports the inclusion of 
multiple engagement dimensions in retention studies. 
Vivek et al. (2012) [4], engagement to long-term relational 
outcomes such as commitment and loyalty. Their study 
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demonstrated that engaged customers are more likely to 
advocate for brands and maintain ongoing relationships, 
thereby contributing to sustained retention. 
Dessart et al. (2015) [5], categorized online engagement into 
emotional, cognitive, and behavioral dimensions and 
validated these constructs through empirical research. Their 
multidimensional framework is particularly relevant for 
social media research, as it allows for comprehensive 
measurement of engagement’s influence on retention. 
Pansari and Kumar (2017) [6], established that engagement 
directly contributes to profitability and customer retention. 
Their research emphasized that engaged users exhibit higher 
lifetime value, stronger loyalty, and lower churn rates. This 
study provides strong empirical justification for examining 
engagement as a predictor of audience retention. 
 
Research Gap 
Although extensive research has been conducted on user 
engagement and its impact on consumer behavior, 
significant gaps remain in understanding the structural 
relationship between user engagement and audience 
retention on social media platforms. 
First, existing studies primarily conceptualize engagement 
as a multidimensional construct comprising emotional, 
cognitive, and behavioral components (Brodie et al., 2011; 
Hollebeek et al., 2014; Dessart et al., 2015) [1, 3, 5]. While 
these studies establish theoretical clarity, many empirical 
investigations focus on engagement outcomes such as brand 
loyalty, purchase intention, or customer advocacy rather 
than platform-level audience retention. As a result, retention 
is often treated indirectly rather than examined as a distinct 
and measurable construct. 
Second, much of the literature examines engagement in 
brand-centric contexts, emphasizing consumer–brand 
relationships (Vivek et al., 2012; Pansari & Kumar, 2017) [4, 

6]. However, social media ecosystems operate differently 
from traditional brand environments. Users engage not only 
with brands but also with content creators, peer 
communities, and algorithm-driven feeds. Therefore, a 
platform-oriented retention framework is required to capture 
the broader dynamics of digital interaction. 
Third, prior studies often rely on basic analytical techniques 
such as correlation or regression analysis. There is limited 
use of advanced statistical methods such as Exploratory 
Factor Analysis (EFA), Confirmatory Factor Analysis 
(CFA), and Structural Equation Modeling (SEM) to validate 
engagement constructs and test structural relationships 
between engagement and retention. The absence of robust 
measurement validation weakens the explanatory power of 
existing findings. 
Fourth, while engagement metrics such as likes, shares, and 
comments are widely analyzed, insufficient attention has 
been given to the differentiation between short-term 
engagement spikes and long-term retention outcomes. High 
engagement does not necessarily guarantee sustained 
audience commitment. The impact of emotional and 
interactive engagement dimensions on retention requires 
deeper empirical investigation. 
Fifth, the rapid evolution of algorithm-driven platforms and 
increasing digital fatigue have altered user behavior 
patterns. Although scholars such as Bucher (2018) and 
Bright and Logan (2018) highlight these complexities, 

empirical research integrating these dynamics into 
structured engagement-retention models remains scarce. 
Finally, there is limited research conducted in emerging 
digital economies where social media consumption patterns 
may differ due to demographic, socio-economic, and 
cultural factors. Context-specific evidence is necessary to 
strengthen the generalizability of engagement-retention 
frameworks. 
In light of these gaps, the present study aims to develop and 
empirically validate a multidimensional engagement model 
(behavioral, emotional, and interactive engagement) and 
examine its structural relationship with audience retention 
using EFA, CFA, and SEM. By integrating theoretical 
foundations with advanced analytical techniques, this study 
seeks to provide a comprehensive and empirically grounded 
understanding of how user engagement influences long-term 
audience retention on social media platforms. 
 
Statement of the Problem 
Social media platforms have become integral to modern 
communication, entertainment, marketing, and information 
dissemination. Millions of users actively participate in 
digital interactions through liking, sharing, commenting, 
subscribing, and viewing content. These interactions 
generate measurable engagement metrics that platforms and 
content creators often use to evaluate digital performance. 
High engagement levels are frequently interpreted as 
indicators of success, popularity, and influence. 
However, despite impressive engagement statistics, many 
social media platforms and content creators face significant 
challenges in sustaining consistent audience retention. Viral 
posts may generate temporary spikes in interaction, yet fail 
to translate into long-term loyalty, repeat visits, or sustained 
content consumption. This disconnect between short-term 
engagement and long-term retention raises important 
theoretical and practical concerns. 
Engagement is multidimensional in nature, comprising 
behavioral actions (likes, shares, comments), emotional 
involvement (attachment, enjoyment, trust), and interactive 
participation (live chats, discussions, collaborative 
activities). While existing research acknowledges these 
dimensions, there is insufficient empirical evidence 
examining how each specific dimension contributes to 
audience retention. Most studies focus on engagement as a 
generalized construct without distinguishing its structural 
impact on sustained audience loyalty. 
Furthermore, in the algorithm-driven environment of 
contemporary social media platforms, content visibility is 
often determined by engagement metrics. This may 
encourage creators to prioritize content that generates 
immediate reactions rather than fostering meaningful 
relationships with audiences. Consequently, high 
engagement does not necessarily equate to long-term 
commitment or retention. The lack of clarity regarding this 
relationship creates strategic uncertainty for digital 
marketers and platform managers. 
Another issue is that retention, as a construct, is often 
measured indirectly through satisfaction or loyalty proxies 
rather than through direct indicators such as repeat visits, 
watch duration, subscription continuity, or long-term 
platform commitment. This methodological limitation has 
restricted a comprehensive understanding of how 
engagement translates into sustained audience behavior. 
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Moreover, increasing digital competition and content 
saturation have intensified the struggle for audience 
attention. Users are exposed to vast quantities of content 
daily, leading to selective consumption patterns and 
potential digital fatigue. In such an environment, 
understanding the structural relationship between user 
engagement and audience retention becomes critically 
important for platform sustainability and content strategy 
development. 
Therefore, the core problem addressed in this study is the 
lack of integrated and empirically validated evidence 
explaining how different dimensions of user engagement 
influence audience retention on social media platforms. 
Without such evidence, organizations may continue to rely 
on superficial engagement metrics that do not guarantee 
long-term growth or stability. This study seeks to bridge this 
gap by systematically examining the relationship between 
multidimensional user engagement and audience retention 
using advanced statistical modeling techniques. 
 
Need of the Study 
 To empirically evaluate engagement-retention 

relationship 
 To assist digital strategists in retention planning 
 To contribute to academic research in digital media 

behavior 
 
Objectives 
1. To measure user engagement levels. 
2. To assess audience retention behavior. 
3. To examine the relationship between engagement 

dimensions and retention. 
 
Research Questions 
 Does user engagement significantly influence audience 

retention? 
 Which engagement dimension most strongly predicts 

retention? 
 
Hypotheses 
H01: User engagement has no significant relationship with 
audience retention. 
H11: User engagement has a significant positive relationship 
with audience retention. 
H02: Emotional engagement does not significantly influence 
audience retention. 
H12: Emotional engagement significantly influences 
audience retention. 
H03: Interactive engagement does not significantly affect 
audience retention. 
H13: Interactive engagement significantly affects audience 
retention. 
 
Scope of the Study 
The present study focuses on analyzing the relationship 
between user engagement and audience retention among 
active social media users across multiple platforms. The 
study considers users who regularly interact with content 
through activities such as liking, commenting, sharing, 
subscribing, and participating in interactive features such as 
live sessions and polls. 
The scope of the research is confined to examining the 
structural relationship between three key dimensions of user 
engagement—behavioral engagement, emotional 
engagement, and interactive engagement—and their 
influence on audience retention. Audience retention is 
assessed in terms of repeat visits, continued content 

consumption, subscription continuity, and sustained 
platform loyalty. 
The study adopts a structured analytical framework 
incorporating validated constructs and advanced statistical 
techniques such as Exploratory Factor Analysis (EFA), 
Confirmatory Factor Analysis (CFA), and Structural 
Equation Modeling (SEM). The scope is limited to 
platform-level engagement and retention behavior rather 
than brand-specific or purchase-oriented outcomes. 
Geographically and contextually, the study is confined to a 
selected sample of social media users accessible during the 
data collection period. The research does not focus on any 
single platform exclusively but examines user behavior 
across popular social media platforms collectively to ensure 
broader applicability. 
 
Limitations of the Study 
While the study provides valuable insights into the 
engagement–retention relationship, certain limitations must 
be acknowledged: 
 Sample Size Limitation 

The study is based on a sample of 150 respondents. 
Although adequate for multivariate statistical analysis, 
a larger sample size could enhance generalizability and 
statistical power. 

 
 Convenience Sampling Constraint 

The use of convenience sampling limits the 
representativeness of the population. The findings may 
not fully reflect the behavior of all social media users 
across different demographic or geographic contexts. 

 
 Self-Reported Data Bias 

The study relies on self-reported responses collected 
through questionnaires. Respondents may provide 
socially desirable answers or may not accurately recall 
their engagement behavior, leading to potential 
response bias. 
 

 Cross-Sectional Research Design 
The study adopts a cross-sectional design, capturing 
user perceptions at a single point in time. Longitudinal 
studies could provide deeper insights into changes in 
engagement and retention behavior over time. 
 

 Platform Generalization 
Since the study examines multiple platforms 
collectively, platform-specific behavioral variations are 
not analyzed in detail. 

 
Despite these limitations, the study provides meaningful 
empirical evidence and lays the foundation for future 
research. 
 
Research Design 
Research Type 
The study adopts a descriptive and analytical research 
design. 
The descriptive component aims to describe the socio-
demographic characteristics of respondents and their 
engagement patterns on social media platforms. 
The analytical component seeks to examine the causal and 
structural relationship between user engagement dimensions 
and audience retention using statistical modeling techniques. 
This combined approach enables both characterization of 
user behavior and testing of theoretical relationships. 
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Sample Size 
The study is conducted using a sample of 150 active social 
media users. The sample size was determined based on 
feasibility considerations and the requirement for 
conducting multivariate analyses such as EFA, CFA, and 
SEM. A sample of 150 is considered adequate for factor 
analysis and regression modeling when measurement scales 
are properly validated. 
The respondents include users from various age groups, 
educational backgrounds, and professional categories to 
ensure diversity in social media usage patterns. 
 
Sampling Technique 
A convenience sampling technique was employed due to 
practical considerations such as accessibility, time 
constraints, and voluntary participation. Respondents who 
were active social media users and willing to participate 
during the data collection period were included in the 
sample. 
Although probability sampling techniques offer higher 
generalizability, convenience sampling is widely used in 
exploratory and behavioral research, particularly in digital 
studies. 
 
Data Collection Methods 
Primary Data 
Primary data were collected using a structured questionnaire 
designed to measure: 
 Behavioral engagement (likes, shares, comments, 

viewing frequency) 
 Emotional engagement (attachment, enjoyment, trust) 
 Interactive engagement (live participation, discussions, 

polls) 
 Audience retention (repeat visits, continued 

subscription, long-term loyalty) 
 
The questionnaire utilized a five-point Likert scale ranging 
from “Strongly Disagree” to “Strongly Agree.” The 
instrument was pre-tested to ensure clarity and reliability 
before full-scale data collection. 
 
Secondary Data 
Secondary data were obtained from: 
 Peer-reviewed academic journals 
 Books on digital marketing and communication 
 Industry reports on social media analytics 
 Research databases and online publications 
Secondary sources were used to establish theoretical 
foundations, identify research gaps, and support 
interpretation of empirical findings. 
 
Overall Methodological Framework 
The study follows this analytical sequence: 
 Socio-demographic analysis 
 Descriptive statistics (Mean, Standard Deviation) 
 Reliability analysis (Cronbach’s Alpha) 
 Exploratory Factor Analysis (EFA) 
 Confirmatory Factor Analysis (CFA) 
 Correlation analysis 
 Multiple regression analysis 
 Structural Equation Modeling (SEM) 

This structured methodology ensures both measurement 
validation and hypothesis testing. 
 
Data Analysis and Interpretations 
1. Socio-Demographic Profile 
Understanding the socio-demographic characteristics of 
respondents is essential to interpret user engagement 
behavior and audience retention patterns. The present study 
analyzed variables such as gender, age, education level, 
occupation, income level, and daily social media usage 
duration. 
The total sample consisted of 150 active social media users. 
 
2. Gender Distribution 
 

Table 1: Gender-wise Distribution of Respondents 
 

Gender Frequency Percentage 
Male 82 54.7 

Female 68 45.3 
Total 150 100 

 
Interpretation: The sample comprises 54.7% male and 
45.3% female respondents, indicating a relatively balanced 
gender representation. This balance enhances the reliability 
of findings, as engagement and retention behaviors may 
differ across genders. The near-equal distribution ensures 
that conclusions drawn are not gender-biased. 
 

Table 2: Age Group 
 

Age Frequency Percentage 
18–25 58 38.7 
26–35 52 34.7 
36–45 28 18.6 

Above 45 12 8.0 
Total 150 100 

 
Interpretation: The majority of respondents (73.4%) fall 
within the 18–35 age group, indicating that younger 
individuals constitute the dominant segment of active social 
media users. Younger users are generally more digitally 
engaged, which may significantly influence both 
engagement intensity and retention behavior. The smaller 
representation of older users suggests comparatively lower 
platform activity among higher age groups. 
 
3. Educational Qualification 
 

Qualification Frequency Percentage (%) 
Undergraduate 64 42.7 
Postgraduate 52 34.7 

Diploma/Other 34 22.6 
Total 150 100 

 
Interpretation: A significant proportion of respondents 
possess undergraduate or postgraduate qualifications 
(77.4%), indicating a relatively educated user base. Higher 
educational attainment may correlate with higher digital 
literacy, influencing engagement patterns and content 
evaluation behaviors. 
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4. Occupation 
 

Table 3: Occupational Status 
 

Occupation Frequency Percentage (%) 
Student 54 36.0 

Private Employee 48 32.0 
Self-employed 26 17.3 

Government Employee 14 9.3 
Others 8 5.4 
Total 150 100 

 
Interpretation: Students and private employees together 
account for 68% of respondents, indicating that working-age 
individuals and academic communities form a major 
segment of active users. Students typically exhibit higher 
engagement levels due to increased online presence, which 
may positively influence retention patterns. 
 
5. Daily Time Spent on Social Media 
 

Table 4: Daily Usage Duration 
 

Time Spent Frequency Percentage (%) 
Less than 1 hour 18 12.0 

1–3 hours 64 42.7 
3–5 hours 46 30.7 

More than 5 hours 22 14.6 
Total 150 100 

 
Interpretation 
A majority of respondents (73.4%) spend between 1–5 
hours daily on social media platforms. Higher usage 
duration suggests stronger exposure to engagement stimuli 
and increased likelihood of developing retention behaviors. 
Users spending more than 3 hours daily may demonstrate 
stronger engagement-retention relationships. 
 
6. Overall Socio-Demographic Insight 
The socio-demographic analysis indicates that the sample 
primarily consists of young, educated, digitally active 
individuals who spend considerable time on social media 
platforms. This demographic composition aligns with 
contemporary digital consumption trends and provides a 
suitable basis for examining the structural relationship 
between user engagement and audience retention. 
The dominance of younger and moderately educated 
respondents suggests that engagement strategies targeting 
interactive and emotionally appealing content may 
significantly influence retention outcomes within this group. 
 
7. Descriptive Statistics 

 
Table 5: Mean and Standard Deviation of Study Variables 

 

Variable Mean Std. Deviation 
Behavioral Engagement 3.42 0.74 
Emotional Engagement 3.58 0.69 
Interactive Engagement 3.61 0.71 

Audience Retention 3.47 0.65 
 
Interpretation 
Interactive engagement recorded the highest mean score 
(3.61), indicating that users actively participate in 
discussions, polls, and live interactions. Emotional 
engagement also shows a strong mean value (3.58), 

suggesting attachment and enjoyment influence platform 
usage. Audience retention shows a moderate-to-high mean 
(3.47), indicating consistent repeat engagement behavior 
among respondents. 
 
8. Reliability Analysis 
 

Table 6: Reliability Statistics (Cronbach’s Alpha) 
 

Construct No. of Items Cronbach’s Alpha 
Behavioral Engagement 5 0.81 
Emotional Engagement 5 0.86 
Interactive Engagement 4 0.83 

Audience Retention 6 0.88 
 
Interpretation 
All constructs show Cronbach’s Alpha values above 0.70, 
confirming strong internal consistency and reliability of the 
measurement instrument. 
 
9. Exploratory Factor Analysis (EFA) 
 

Table 9: KMO and Bartlett’s Test 
 

Measure Value 
KMO Measure 0.84 

Bartlett’s Test (Chi-square) 1524.63 
Significance 0.000 

 
Table 10: Total Variance Explained 

 

Factor Eigenvalue % of Variance 
Behavioral Engagement 4.12 26.5 
Emotional Engagement 3.48 22.3 
Interactive Engagement 2.61 16.8 

Audience Retention 1.94 12.5 
Total Variance Explained  78.1% 

 
Interpretation 
KMO value (0.84) indicates sampling adequacy. Bartlett’s 
test is significant (p < 0.001), confirming suitability for 
factor analysis. Four factors were extracted explaining 
78.1% of total variance, supporting construct validity. 
 
10. Confirmatory Factor Analysis (CFA) 
 

Table 11: Model Fit Indices 
 

Fit Index Recommended Value Obtained Value 
χ²/df < 3.0 2.18 
CFI > 0.90 0.94 
GFI > 0.90 0.92 
TLI > 0.90 0.93 

RMSEA < 0.08 0.057 
 
Interpretation 
All model fit indices fall within acceptable thresholds, 
confirming good model fit and construct validity. 
 
11. Correlation Analysis 
 

Table 12: Correlation Matrix 
 

Variable BE EE IE AR 
Behavioral Engagement (BE) 1    
Emotional Engagement (EE) 0.61** 1   
Interactive Engagement (IE) 0.65** 0.69** 1  

Audience Retention (AR) 0.68** 0.73** 0.76** 1 
(p < 0.01) 
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Interpretation: All engagement dimensions show strong 
positive correlations with audience retention. Interactive 
engagement shows the highest correlation (r = 0.76). 
 
12. Regression Analysis 
 

Table 13: Multiple Regression Results 
 

Predictor Beta (β) t-value Sig. 
Behavioral Engagement 0.29 3.82 0.001 
Emotional Engagement 0.35 4.94 0.000 
Interactive Engagement 0.41 5.67 0.000 

R² = 0.63 
F-value = 82.45 (p < 0.001) 
 
Interpretation 
The model explains 63% of the variance in audience 
retention. Interactive engagement is the strongest predictor, 
followed by emotional engagement. 
 
13. Structural Equation Modeling (SEM) 
 

Table 14: SEM Path Coefficients 
 

Path Estimate CR p-value 
Behavioral Engagement → Retention 0.32 4.11 0.000 
Emotional Engagement → Retention 0.38 5.26 0.000 
Interactive Engagement → Retention 0.44 6.02 0.000 

 

 
 
Interpretation 
SEM confirms that all engagement dimensions significantly 
influence audience retention. Interactive engagement has the 
strongest structural impact. 
 
14. Hypothesis Testing Summary 
 
Hypothesis Statement Result 

H11 Engagement significantly influences 
retention Accepted 

H12 Emotional engagement significantly 
influences retention Accepted 

H13 Interactive engagement significantly 
influences retention Accepted 

H14 Behavioral engagement significantly 
influences retention Accepted 

Since p-values < 0.05, null hypotheses are rejected and alternative 
hypotheses are accepted. 
 
Findings 
Based on the empirical analysis conducted using descriptive 
statistics, reliability analysis, Exploratory Factor Analysis 
(EFA), Confirmatory Factor Analysis (CFA), correlation, 
regression, and Structural Equation Modeling (SEM), the 
following major findings were derived: 
 

1. User Engagement Significantly Influences Audience 
Retention 

The study confirms a strong and statistically significant 
relationship between user engagement and audience 
retention. The regression model explained a substantial 
proportion of variance in retention behavior, and SEM 
results showed significant path coefficients (p < 0.001). This 
indicates that engagement is a key determinant of whether 
users continue to revisit and remain loyal to social media 
platforms. 
 
2. Engagement is a Multidimensional Construct 
Factor analysis validated that engagement consists of three 
primary dimensions: 
Behavioral Engagement (likes, shares, comments) 
Emotional Engagement (attachment, enjoyment, trust) 
Interactive Engagement (participation in discussions, live 
sessions, polls) 
The multidimensional structure was statistically supported 
through EFA and CFA, confirming construct validity. 
 
3. Interactive Engagement is the Strongest Predictor of 

Retention 
Among the three dimensions, interactive engagement 
demonstrated the highest standardized path coefficient in 
SEM analysis. This indicates that active participation and 
two-way communication significantly enhance audience 
retention. Platforms encouraging user-generated interaction 
are more likely to sustain long-term loyalty. 
 
4. Emotional Engagement Strengthens Long-Term 

Loyalty 
Emotional engagement showed a strong positive effect on 
audience retention. Users who feel emotionally connected to 
content or platforms are more likely to exhibit sustained 
usage behavior. Emotional resonance contributes to 
psychological attachment and repeated engagement. 
 
5. Behavioral Engagement has a Moderate but 

Significant Impact 
Although behavioral engagement significantly influences 
retention, its impact is comparatively lower than emotional 
and interactive engagement. Simple actions such as liking or 
viewing content contribute to retention, but deeper 
participation and emotional involvement are more 
influential. 
 
6. The Model Demonstrates Strong Explanatory Power 
The SEM model explained a substantial proportion of 
variance in audience retention, indicating that engagement 
dimensions collectively provide strong predictive ability. 
 
Suggestions 
Based on the findings of the study, the following 
recommendations are proposed for social media platforms, 
content creators, and digital marketers: 
 
1. Prioritize Interactive Content Strategies 
Since interactive engagement has the strongest influence on 
retention, platforms should promote: 
 Live streaming sessions 
 Polls and surveys 
 Comment-driven discussions 
 Community forums 
 User-generated content initiatives 
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Encouraging two-way communication strengthens user 
involvement and long-term loyalty. 
 
2. Enhance Emotional Connection Through 

Storytelling 
Content creators should focus on emotionally engaging 
narratives that foster attachment and trust. Strategies may 
include: 
 Personalized storytelling 
 Relatable content themes 
 Community appreciation posts 
 Authentic brand communication 
 
Emotional resonance strengthens audience commitment. 
 
3. Move Beyond Surface-Level Metrics 
Platforms should shift focus from vanity metrics (likes and 
shares) to retention-oriented indicators such as: 
 Watch duration 
 Repeat visits 
 Subscription continuity 
 Long-term engagement trends 
 
Retention-focused analytics provide better sustainability 
insights. 
 
4. Develop Community-Centered Engagement Models 
Building online communities enhances belongingness and 
social identity among users, which improves long-term 
retention. 
 
5. Minimize Digital Fatigue 
To sustain retention, platforms should avoid content 
overload and prioritize meaningful, quality-driven 
engagement strategies. 
 
Conclusion 
The present study provides empirical evidence that user 
engagement significantly influences audience retention on 
social media platforms. Engagement is not a single-
dimensional construct but comprises behavioral, emotional, 
and interactive components, each contributing differently to 
retention outcomes. 
The findings reveal that interactive engagement has the 
strongest structural impact on retention, followed by 
emotional engagement and behavioral engagement. This 
indicates that sustained audience loyalty is primarily driven 
by meaningful participation and emotional connection rather 
than passive content consumption. 
The study contributes to digital media research by 
integrating multidimensional engagement constructs into a 
validated SEM framework, offering both theoretical and 
practical insights. From a strategic perspective, platforms 
and content creators must adopt engagement strategies that 
foster long-term relationships rather than short-term 
interaction spikes. 
In conclusion, sustainable success in the digital ecosystem 
depends not merely on generating engagement but on 
converting engagement into lasting audience retention. 
Platforms that emphasize interactive experiences, emotional 
resonance, and community building are more likely to 
achieve long-term stability and growth. 
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