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ABSTRACT

The development of digital technology has completely altered business-consumer
communications, which makes digital advertising a crucial element of modern marketing
strategies. This paper investigates how digital advertising strategies, social media
management, and brand marketing collectively influence consumer engagement, brand
loyalty, and overall business performance. The inquiry explores how digital marketing
strategies impact consumer engagement, brand loyalty, and business performance by
performing a comparative analysis of various brands. The analysis also underlines the
significance of integrated social media and digital platform strategies in maintaining good
customer relationships. The study investigates the importance of consumer engagement,
deliberate brand management, and personalized experiences and its direct connection to
successful digital advertising. These conclusions are crucial for companies in need of
strengthening their online presence and business performance, and giving them a competitive
advantage.
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1. INTRODUCTION

Marketing and Management are the primary elements of a successful business, affecting the
way industries draw customers, form competitive superiority, and maintain extended growth.
I am especially intrigued by marketing as it's a combination of creativity, consumer
psychology, exploring the aspects that influence decisions, preferences, and purchasing
behaviour, which are all factors that I am interested in. Alongside that, management is
another fascinating topic, as it requires leadership, strategic decision making, and the efficient
employment of resources to fulfil the particular goal.

Growing up around discussion about business further instilled curiosity of how products or
services were effectively promoted, while preserving customer relationships. In the
contemporary world, digital technology has made a powerful appearance and is progressively
being incorporated in daily routines. Due to this, in terms of their marketing strategies,
companies and industries have increasingly replaced traditional media with digital platforms,
primarily social media. This transition has reshaped brand-customer connections with
initiatives such as A.I driven customised advertising, live interactions, and stronger
relationships though brands’ engagement with consumers.
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Although digital media is extensively acknowledged as a successful marketing effort, the
degree to which it determines customer engagement which fundamentally contributes to
brand loyalty remains a crucial area of inquiry. Understanding this relationship can help
businesses develop more effective marketing strategies and create meaningful connections
with consumers.

2. THEORY

Digital advertising refers to using online channels such as websites, mobile applications, and
social media to prompt a product, service or brand. Customers are progressively spending
more time searching online instead of in person, which has led businesses to adapt their
strategies and digitalise their products/services.

Social media is a prime platform for digital marketing, as consumers are engaged and have
the ability to interact with brand content. These interactions could be through likes,
comments, shares, saves, and clicks. If a brand receives higher engagement, it indicates that
customers are actively relating and interacting with the brand. Social media is beneficial for
brands to get recognition and helps build relations with consumers.

Consumer engagement is when customers directly interact with a brand which enhances
customer-brand relations and improves their overall purchasing experience. Consumers who
are actively engaged are more likely to participate in brand movements, recommend products
or services to others, and repurchase from the brand.

Brand loyalty is the connection customers have with certain brands that make them choose
products or services from a specific company instead of competing alternatives that may be
cheaper. Loyal customers are likely to repurchase products, and choose/prefer the brand over
others. It is a crucial factor for development of businesses as keeping existing customers is as
important as gaining new ones as it's cost effective and reliable.

The connection between all these aspects is the foundation for the following research.
Consumer engagement and participation is vital for successful digital advertising which can
improve trust, fulfilment, and preference towards a brand. If brands are able to relate with
customers, it can form loyal relations with them and stay ahead of their competition. Thus,
consumer engagement is the bridge between digital advertising, brand loyalty, and business
performance.

This research is backed by the AIDA Model (Attention, Interest, Desire, and Action). This
model looks at how advertising influences how customers interact and behave. It explains
how advertisements attract people's attention, make them curious, create a desire, and push
them to take action. Advertisements with eye-catching and enticing on social media make
people want to interact with brands more, which increases how much customers engage with
them and helps build long-term loyalty.

3. STATISTICAL ANALYSIS

Nykaa - This drove 50% more acquisitions at defined cost per action targets for Nykaa, and
improved its return on ad spend by 15%.

Nykaa’s decision to implement Al-powered digital advertising through Google’s
Performance Max campaign underscores the impact that well-designed advertising strategies
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can have on business performance. Moreover, the usage of artificial intelligence to
personalise advertisements and target customers on the basis of their interests and overall
online behaviour have enabled both customer acquisition and marketing efficiency.

Customer acquisition can be defined as the process of gaining new customers through
marketing activities. The 50% increase in acquisition can therefore indicate that Nykaas
advertising campaign successfully attracted considerably more first-time customers while
maintaining its target Cost Per Action (CPA- an average amount spent to acquire one
customer). Additionally, the campaign increased Nykaa’s Return on Ad Spend (ROAS) by
15%, which means that the company generated 15% more revenue for every rupee in
advertising. This shows that the campaign expanded Nykaa’s customer base, but more
importantly improved the efficiency and profitability of its advertising expenses.

The graph conveys Nykaa’s increased revenue growth from approximately 22,441 crore in
2021 to 10,022 crore in 2026. A key aspect in this development was due to its upgraded
digital advertising strategies. A result of a successful campaign that initiated 50% more
customer acquisitions while also increasing return on ad spend (ROAS) by 15%, aided Nykaa
in improving customer appeal, escalating sales, and assisting its long-term revenue growth.
Chipotle - Chipotle announced digital sales growth of 88% and revenue growth of 14.6% to
$1.4bn for Q3 2019 — a rise that has been partly put down to its renewed focus on social.

Mykaa sales from 2021-2026
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Chipotle’s redeveloped aim on digital advertising exhibits how modernized online strategies
can determine consumer awareness and business performance. Chipotle has improved their
customer engagement by effectively utilising interactive elements, maintaining strong
consumer relationships, and using social media to keep customers informed about new
updates.

Digital sales is the process of purchases made through digital channels like websites and e-
commerce stores. Chipotle acquired an 88% increase in digital sales that suggests that their
social media approaches were successful in drawing in customers. Similarly, revenue also
increased by 14.6% to $1.4 billion during 2019, implying that the higher online views
generated better sales.
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Figure 2 displays Chipotle’s increased total annual revenue $4.9 billion in 2018 to $11.7
billion in 2024. Accordingly, their digital sales considerably boosted from $0.53 billion to
$4.33 billion. The most prominent growth occurred between 2019 and 2021, when digital
sales increased from $1.0 billion to $3.4 billion, demonstrating the increased use of digital
systems for Chipotle orders. Although digital sales plateaued after 2021, there was still a
consistent growth in sales than previously, suggesting increased customer engagement and
brand loyalty due to digital platforms. The growth in sales and revenue indicates that
Chipotle's implementation of digital marketing strategies and social media presence
encouraged consumer engagement, purchasing decisions, which overall assisted in a greater
brand performance.

KFC UK - Meanwhile, prompted awareness of the new fries hit 62%, which was well above
the brand’s original target of 50%.

KFC UK's campaign demonstrates how focused and directed digital advertising can increase
brand awareness and improve consumer engagement. Utilising social media and digital
platforms for an online campaign, KFC successfully conveyed their product upgrades and
urged customers to re-evaluate the brand.

Higher brand awareness is crucial for sales as it builds trust within the customers who will be
more likely to choose products/services from brands they recognise. By surpassing its initial
goal, KFC has proven that well-executed digital advertising can aid in improving brand
visibility and creating opportunities, achieving customer loyalty and increased sales in the
future.

Figure 3 reveals that KFC UK's digital marketing campaign attained 62% prompted
awareness, transcending its original goal of 50% by 12%. Prompted awareness calculates the
percentage of people who acknowledge a brand or product after being reminded of it.
Exceeding the goal signifies that the campaign reaches a larger audience than what was
expected. Increased brand awareness means customers are more likely to purchase or select
products as they notice them more. This is another example of how efficient digital marketing
strategies can improve customer engagement, and consumer loyalty where the audience is
more likely to repurchase items from a brand they recognise.
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Coca Cola - #RefreshTheFeed drew a tonne of positive feedback on social media, garnering
more than 69 million impressions in one day, as well as 1.4 million engagements. Visits to
the Coca Cola website were also 600% higher than average.

Consumer Reach and Engagement of Coca-Cola's Campaign
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By creating the #RefreshTheFeed campaign, Coca Cola initiated customer participation and
increased interaction to their digital bases. By employing interactive campaigns across social
media platforms, audiences were engaged, and Coca Cola effectively broadened their online
views and customer relations.

Figure 4 displays how Coca-Cola's #RefreshTheFeed campaign executed a notable reach and
hence improved customer appeal. The campaign developed over 69 million impressions,
suggesting that a widespread audience received the content. It also obtained 1.4 million
engagements, including likes, shares, clicks, and comments, indicating that customers
constantly interacted with the campaign. Furthermore, Coca-Cola's website views increased
by 600% above average, highlighting that the campaign was successful in intriguing
consumers to visit and purchase items from their brand. The outcomes further support the
research question, as effective social media strategies can significantly improve consumer
engagement and brand performance.

4. ANALYSIS ON CASE STUDY
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The comparison between Nike and Adidas demonstrates that while both companies
effectively use digital advertising strategies, social media management, and brand marketing,
Nike achieves stronger consumer engagement, greater brand loyalty, and superior business
performance because its marketing strategy is more integrated, personalised, and data-driven.
Consumer Engagement - By having interactive experiences online that attracted customers,
both Nike and Adidas employ successful digital marketing strategies and social media
content to increase consumer engagement. Options to personalise footwear on Nike's NikeID
platform encouraged more buyers to participate and interact with it. Comparably, the Adidas
app includes multiple features such as customised experiences, influencer brand deals., and
campaigns like #adidasOriginals which have gained billions of views. However, Adidas is
not as efficient as Nike as its strategy focuses on building a strong relationship with
consumers alongside their campaign reach. Nike's Run Club and Training Club apps have
over 100 million combined users, which encourages customers to participate through
workouts, challenges, and personalised recommendations.

Brand loyalty - Both companies apply strong brand marketing to develop customer loyalty
through reliability, athlete endorsements, and focusing on consumer connections. Through
campaigns directed around inspiration and performance, Adidas promotes its "Impossible is
Nothing" tagline through partnerships with athletes such as Lionel Messi. Similarly, Nike
collaborates with world-renowned athletes, like Michael Jordan, LeBron James, Serena
Williams, and Cristiano Ronaldo, while maintaining the belief "Just Do It". Although both
brands have created strong relationships, Nike's branding is more effective as it has remained
steady for over three decades while also employing personalised digital experiences. Themes
such as perseverance and achievement, has made Nike recognised by a wider audience. This
has contributed to 92% global brand recognition, whereas Adidas has not achieved the same
level of consumer engagement despite its strong marketing efforts.

Digital Sales as % of Total Revenue
40%
T 0%
2
2
1
o
5 20%
:5_:‘ -
2
-
g 10%
(=]
0%
Nike Adidas

Company

Overall, this comparison supports the research question. Both companies- Nike and Adidas,
show that digital advertising strategies, social media management, and brand marketing
together can significantly increase consumer engagement and strengthen brand loyalty.
However, Nike performs better because it combines personalized online experiences, smarter
advertising using Al, consistent communication across the brand's products, and a good
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digital presence. These strategies allow Nike to build stronger consumer relationships,
convert those relationships into sales, and achieve more cash flow than brands like Adidas.
The graph exhibits that Nike produces 40% of its total revenue through digital sales, while
Adidas generates 25%. This suggests that Nike’s digital advertising techniques are more
effective in consumer engagement and translates to sales. Nike’s employment of Al-powered
customised recommendations, marketing strategies, and direct-consumer connection designs
a smooth customer journey that boosts online spending.
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The graph showcases both Nike and Adidas’s digital ecosystem. Across the Nike Run Club
and Nike Training Club apps, there are over 100 million users, while there are approximately
50 million downloads for the Adidas app. This indicates that Nike has designed a more
appealing digital experience, investing heavily in customer personalisation and interactions.
Elements such as customised workouts, fitness challenges, and recommendations increase
consumer engagement and involvement. Comparatively, while Adidas has effectively
expanded their online audience, it is still prominently lesser than Nike. Henceforth, the graph
reveals that Nike has a more integrated and efficient digital ecosystem.
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The graph above contrasts the differences in Nike and Adidas’s annual revenues, highlighting
that while Nike produces approximately £37 billion in revenue, Adidas produces around £20
billion. The significant difference exhibits Nike’s capability to transform their consumer
engagement and brand loyalty into a powerful financial outcome. Although both companies
employ successful digital advertising, usage of social media, and brand marketing, Nike’s
customised ecosystem and superior brand management helps generate a better financial
success. The data in the graph backs up this argument as efficient digital advertising not only
contributes to brand loyalty and customer engagement, but it also translates to financial
growth.

CONCLUSION

The findings of this research indicate that digital advertising strategies, social media
management, and brand marketing collectively influence consumer engagement, brand
loyalty, and business performance to a great extent. This is showcased in results across the
research, including Nykaa's 50% increase in customer acquisitions and 15% improvement in
return on ad spend, Chipotle's 88% growth in digital sales, KFC UK's campaign exceeding its
brand awareness target by 12%, and Coca-Cola generating over 69 million impressions, 1.4
million engagements, and a 600% increase in website traffic.

Through this research it is clear that businesses that use an integrated, personalised, and data-
driven digital marketing strategy consistently receive better outcomes rather than those
relying entirely on campaigns or traditional promotional methods. Social media is more
effective at encouraging participation, and brand marketing secures trust and consumer
loyalty. These strategies lead to a cycle where integrated decisions increase consumer
engagement, which increases repeat purchases, and finally, improved financial performance.
The comparison between Nike and Adidas further supports this conclusion, demonstrating
that although both companies invest heavily in digital marketing, Nike's more integrated
digital ecosystem has resulted in over 100 million users across its fitness apps, 40% of
revenue generated through digital sales, and annual revenue of approximately £37 billion,
significantly outperforming Adidas. This data suggests that for digital marketing to be
successful, digital advertising, social media management, and brand marketing have to be
strategically combined.

However, this research also acknowledges that digital marketing isn't the only determining
factor of business performance. Quality, pricing, customer service, innovation, are all
elements that drive sales and control whether customers are likely to purchase or repurchase.
However, the evidence showcases that digital advertising is a significant factor influencing
consumer engagement, brand loyalty, and overall business success.

All in all, this research gathers that digital advertising strategies, social media management,
and brand marketing collectively influence consumer engagement, brand loyalty, and
business performance to a great extent. As consumers increasingly rely on digital platforms
throughout the purchasing journey, businesses that implement integrated, personalised, and
data-driven marketing strategies are more likely to develop lasting customer relationships,
achieve a competitive advantage, and drive long-term business growth.
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