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[bookmark: _Toc213065351]Figure 1: Revenue of content marketing
(Source: Ross, 2025)
Content marketing is about donating relevant, valuable, consistent information to increase clarity and audience to drive profitable customer action. The above figure illustrates that projected revenue in content marketing is estimated to reach 72 billion dollars and cross 100 billion by 2026 (Ross, 2025). The study growth in content marketing indicators business get profile results by turning customer segments like millennial loyal customers by increasing brand visibility. 
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[bookmark: _Toc213065352]Figure 2: Number of social media users
(Source: Statista, 2025)
Customer behaviour changes have brought a shift in strategic execution, marketing approaches, and advertising patterns to tap into the market of millennial segments. The Millennial group is considered to be mostly diverse and dynamic as their values prioritize change with life experience, age and technological emergence. For instance, there is expected to be 6.05 billion social media users by 2028 (Statista, 2025). Accordingly, organisations have integrated content marketing methods to demonstrate unique aspects of product like discount, quality, and fashion to convince customers to make a purchase on social media. Millennial and Generation Z consumers highlighted strong worries about the marketing tactics of large-scale corporations in which pandemic situations further exacerbated the disrupted turf organisation (Villa, 2023). In addition, economic influences like the 2008 financial crisis, high inflation, and stagnant wages bring changes in product choices of customers. In accordance with (Faria, 2025), demonstrating that increasing prices undermine loyalty during the time of economic pessimism. In the higher time in online media, customers trite towards using generated content, searching for product description, creating urgency to learn about effectiveness of Content marketing. Thus, the study will highlight different approaches in content marketing, contemporary changes, creative solutions that facilitate the process for organisations to tap in the market of millennial consumers. 
[bookmark: _Toc213063614]1.3 Problem statement
Changing customer preferences, lack of employee skill and economic influence make contemporary practice of content marketing less impactful and stagnant sales growth in the customer segment of millennial. 
[bookmark: _Toc213063615]1.4 Aim and objective
Aim
The aim of the research is to explore the way diverse content marketing tactics influence engagement and loyalty among millennials in the fashion industry through qualitative analysis of secondary data.
Objectives
· To evaluate and identify effective content marketing approaches that are helpful in targeting millennial customers
· To examine how content marketing strategies supports in improving engagement among millennials segments for fashion industry
· To assess how engagement mediates the relationship between content marketing and brand loyalty
[bookmark: _Toc213063616]1.5 Research questions
RQ1) Which types of content marketing strategies are most effective for improving engagement among millennial consumers?
RQ2) How does content marketing strategies influence the level and nature of millennial engagement in the context of the fashion industry?
RQ3) In what ways does engagement derived from content marketing contribute to brand loyalty among millennials?
[bookmark: _Toc213063617]1.6 Research scope
The research has a scope of highlighting positive and negative aspects of various types of content marketing strategy to bolster marketing reach of organisations among Millennial. The study is also able to illustrate the way content marketing strategies resonate with millennials behaviours to drive sales. 
[bookmark: _Toc213063618]1.7 Methodological overview
The research has integrated interpretivism philosophy, inductive approach to explore various types and contemporary practices with content market strategies. In addition, a secondary data collection process, thematic analysis will be used to illustrate trends patterns of the content market that engage millennials. 
[bookmark: _Toc213063619]2. Literature review
[bookmark: _Toc213063620]2.1 Chapter overview
The scope of this chapter is to highlight diverse perspectives of scholars and their impacts of people’s behaviour that drive higher engagement. According, themes, theories, conceptual framework is going to be illiterate to illiterate advantage and disadvantage advantage of content marketing in real life scenario for improving customer engagement. 
[bookmark: _Toc213063621]2.2 Different type of content marketing strategies
Content marketing strategies are now divided into diverse segments like interactive content like polls, personalised content like emails, and user-generated content like testimonials to drive customer engagement. According to Bano et al. (2025), AI driven personalised marketing transforms customer attitudes through personalised marketing alongside social proof. However, sensitive data handling, prevention of cyber-attack incidents might be a challenge with personalised marketing. Apart from this, user generated content (UGC) like personal thought, emotion, opinions on social media like Twitter, Facebook, Weibo, Sina can influence customer engagement. However, text-based content faces unique challenges like tweet has a limitation of 280 words that result in grammatical consistency, slang, and out of vocabulary terms (Sykora et al., 2022). Henceforth, organisations use data of previous transactions for personalised content marketing and user-generated content are mainly displayed on social media platforms which appear to be more authentic to customers. 
[bookmark: _Toc213063622]2.3 Relationship between content marketing and customer engagement
A consistent offering of valuable, relevant, authentic information supports in addressing customer needs which simultaneously build trust towards the organisation. As per the view of Jafarova and Tolon (2022), content driven trust generation has positive and significant impacts upon emotion, cognitive and psychological commitment of users. Storytelling ability and engaging content creation assist emotional bond development which is more effective than traditional advertisement for customer engagement. In contrast, Evania et al. (2023), quality and creativity content remain a major point for consumers while making purchasing decisions. In this regard, using social media channels like Facebook, Instagram help to keep the customer segment like millennials, generation Z update about latest offers, and new arrivals. Hence, content marketing helps brands to stay connected with tech savvy customers, enabling participation through online quizzes that build emotional connection, brand recall and engagement. 
[bookmark: _Toc213063623]2.4 Contribution of content-driven engagement in brand loyalty
Content marketing like user generated content like testimonial, reviews are perceived as authentic compared to products promoted by celebrities. According to the view of Lariba (2023), organisations like Lululemon, Airbnb were able to build authenticity and trust with customers by leveraging UGC. Customers perceive that reviews or content come from real people, act as social proof that helps reach and credibility toward the brand. In contrast, Surjono (2025) highlighted that a genuine and authentic social media influencer greatly affects brand loyalty as they help to build brand perception. However, influenced by fake followers, lack of knowledge of the product can negatively affect brand reputation, credibility and loyalty. Thus, collaborating with the right influencer, showcasing UGC boost trust, product quality, and circulate benefits of product that simultaneously leads to better brand loyalty. 
[bookmark: _Toc213063624]2.5 Theoretical perspective
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[bookmark: _Toc213065353]Figure 3: Theory of planned behaviours (TPB)
(Source: Rozenkowska, 2023)
TPB can be applied in this research to understand the way various fields like subjective norms influence individuals' intention to showcase behaviour like product choices. According to Rozenkowska (2025), TPB is mainly demonstrated by three factors such as “attitude, perceived behavioural control (PCB), and subjective norms” that influence interaction and behaviour for an individual. For instance, consumer positive attitudes that brands can meet their needs lead to purchase and better engagement where subjective norms about perception of friends can negatively affect the product choices. Apart from this PCB like price, availability of the product or brand can influence individual choice. For example, luxurious products might not be attractive towards price sensitive millennials despite quality content marketing. Thus, the higher the positive influence of these three factors the higher leads to customer engagement and brand loyalty. 
[bookmark: _Toc213063626]2.5.2 Social exchange theory
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[bookmark: _Toc213065354]Figure 4: Social exchange theory (SET)
(Source: Ahmad et al., 2023)
SET is applied to view customer brand relationships as an exchange of customer loyalty regarding perceived benefits. Loyalty, trust, commitment are fundamental pillars of SET which demand compliance types rule from each party (Ahmad et al., 2023). Thus, content marketing offers valuable and authentic information about desired products which in-exchange leads to better customer engagement as per the theory. 
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[bookmark: _Toc213065355]Figure 5: Conceptual framework
(Source: Created by author)
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The analysis of previous literature highlighted that despite having knowledge on different types of content marketing strategies, there is a city of information on its impact on brand loyalty. According to the research of Evania et al. (2023), previous studies show a contradictory view of influencer marketing and content marketing on purchase decisions that need further research. The current research will be helpful in mitigating confusion, demonstrating implications of content marketing strategies on brand loyalty to address the research gap. 
[bookmark: _Toc213063629]3. Methodology
[bookmark: _Toc213063630]3.1 Research philosophy
“Interpretivism philosophy” will be used in this research to gain human perspective, as analysis of millennial behaviour is the core aspect of this research. The strategic approach of user generated content, SEO marketing significantly influences and converts individual loyal customers in which interpretivism captures subjective nature. According to Junjie and Yingxin (2022), interpretivist prioritises subjectivity to add richness in which the human factor is considered to be separate from knowledge. Interpretivism overlooks numerical trends and puts more focus on change in millennials behaviour, perception, attitude towards a product subjectively. “Positivism philosophy" will be eliminated as it only demonstrates its objective views whereas "interpretivism philosophy" efficiently explains human-centred meaning in brand loyalty such behavioural changes. 
[bookmark: _Toc213063631]3.2 Research approach
“Inductive approach" will be selected in this research as it applies an exploratory method to investigate contemporary content marketing strategies. Real life examples will be used to illustrate effectiveness and such empirical evidence significantly increases authenticity of data. As asserted by Kumar and Ujire (2024), the inductive approach mainly aims to move from specific observation to broad generalisation. Thus, an inductive approach supports in theory development by gaining deeper understanding on content marketing pattern and the way it resonates with millennial consumers. 
[bookmark: _Toc213063632]3.3 Research Strategy
The research is going to integrate "qualitative research strategy" as it supports demonstrating cause-and-effect phenomena in a detailed manner. Qualitative strategy is useful in providing in-depth insight, unveiling hidden issues which are not possible with quantitative data, as number does not explicitly elaborate the reason behind might customer engagement. Qualitative methods utilise empirical data like life experience, stories to focus on in-depth meaning which cannot be defined by number (Taherdoost, 2022). Accordingly, qualitative data will be useful in the research for in-depth exploration of meaning and pattern of content marketing strategies. Henceforth, qualitative data will be applied in the research for demonstrating application of content marketing on millennial behaviours, unique impact of different strategic approaches. 
[bookmark: _Toc213063633]3.4 Data Sampling
“Purposive sampling” will be used for selection of peer reviewed journal articles that will be selected based upon relevance of information. This sampling methods allow flexibility of information rich journal articles, unlike convenience sampling that select based upon easier to obtain articles. The articles will be selected on the criteria like the article needs to be peer-reviewed, a strong focus on content marketing, millennials and published in English language. Therefore, "purposive sampling" helpful in keywords like millennials, customer behaviour, content marketing rich article selection that can effectively address research questions. 
[bookmark: _Toc213063634]3.5 Data collection
“Secondary data collection” will be selected as a process of information gathering to leverage opportunity of time and cost effectiveness. Key word base research helps to diminish time for screening articles and select the most relevant ones to address research objectives. Key words like “millennials, fashion industry, content marketing, digital marketing, customer behaviours" will be used for filtering relevant articles. As per the opinion of Taherdoost (2022), the secondary data collection process appears to be easier and cheaper than primary data collection. A total of 18 peer reviewed journal articles will be selected for data interpretation in which Google scholar, ResearchGate will be the main database for data accumulation. A timeline of 2021-2025 will be used for article selection. Primary data collection is associated with challenges like code form creation, participant firm’s development which is more complex than secondary data collection. Accordingly, time constraint is one of the main reasons behind selecting secondary research methods for being a desk-based approach. Thus, secondary data collected applied in the research to collect information on customer change, buying behaviour change and brand loyalty develops influence by content marketing. 


-
	Inclusion criteria
	Exclusion criteria

	· Peer-Reviewed journal articles will only be considered that are published within the last 5 years to keep the information up-to-date.
· Articles that are published in the English language will only be considered for this research.
· Articles with keywords like millennials, and the fashion industry will be prioritised while selecting articles.
	· Subscribed materials will be excluded from the research.
· Doctoral dissertation and grey literature will be excluded to retain credibility if the research.


[bookmark: _Toc213063709]Table 1: Inclusion and exclusion criteria
(Source: Created by author)
[bookmark: _Toc213063635]3.6 Data analysis
Data analysis is the process of measuring and interpretation to extract meaningful information from the gathered data. The current research will follow Braun and Clarke’s thematic analysis to find relevant patterns across the data set. The six steps invoices "coding, familiarisation, reviewing, and generating initial themes, refining and naming themes” (Braun and Clarke, 2021). It will be useful for illustrating interconnection between customer engagement, brand loyalty and content marketing. Coding phase helps in identifying mostly use keywords with the repeated behaviour of millennials like credibility, visibility or social influence that causes engagement which leads to initial theme generation under thematic analysis. For instance, literature finding highlighted some code like personalisation, credibility, authenticity are common patterns that influence millennials loyalty that can be present as themes. For example, “Content marketing boosts brand credibility that accelerates millennials engagement" Thematic analysis also illustrates the opportunity of unveiling hidden factors like changes in trends, or new emerging content marketing practices to grab attention from millennials. Hence, thematic analysis connects information from a large data set, identifying recurring themes, and explores new insight on content marketing activities that deepen customer engagement.
[bookmark: _Toc213063636]
3.7 Ethical consideration
Ethical consideration is to ensure that academic practices are managed appropriately that increase trust, credibility, authenticity of presented information accordingly, contribution of each source and author will be properly referenced as a part of acknowledgement. Publicly available secondary information will only be involved to address millennials behaviour and content marketing. Data manipulation will be avoided, and correctly citation will be included to keep authenticity of information. The university guideline on plagiarism will be properly handled to ensure to avoid academic misconduct. Finally, “Copyright, Designs and Patents Act 1988” will be maintained throughout the course to avoid legal complexities. 
[bookmark: _Toc213063637]4. Expected findings
The purpose of the research is to demonstrate that current content marketing strategies become helpful in improving brand loyalty and customer engagement. It is expected that the research will explore advantages and disadvantages of different content marketing strategies like newsletter, social media post, blog post, infographics while influencing customer behaviour. This influence will support SME, large scale organisations optimised their content based on their resources like money, human employee expertise. On the other hand, the research will present the way content marketing resonates with millennials like empathically, psychologically and influence that drive customer engagement. Apart from this, exploration of practical imposition challenges like technical error, poor content quality, lack of online presence will be illustrated in the research that restricts the relation of the same mistake by other organisations. 
[bookmark: _Toc213063638]5. Limitations
The research is going to mainly use secondary data for the information gathering process which is vulnerable towards researcher subjectivity. According to the threats of data bias and limited number of journal articles, limited generalisability of results. In addition, restricted accessibility of core information like change in the number of customer acquisition, lack of objective explanation might reduce the rich and critical path of context in which primary research can be used for future research.
[bookmark: _Toc213063639]6. Timeframe
	Tasks
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10
	Week 11
	Week 12-14

	Initiating the research
	
	
	
	
	
	
	
	
	
	
	
	

	Developing Research Aims and Objectives
	
	
	
	
	
	
	
	
	
	
	
	

	Selection of articles for the Literature Review
	
	
	
	
	
	
	
	
	
	
	
	

	Conducting the Literature Review
	
	
	
	
	
	
	
	
	
	
	
	

	Identifying methods for the research
	
	
	
	
	
	
	
	
	
	
	
	

	Inclusion of the qualitative data collection 
	
	
	
	
	
	
	
	
	
	
	
	

	Manage derivation of themes
	
	
	
	
	
	
	
	
	
	
	
	

	Summarising and concluding the research
	
	
	
	
	
	
	
	
	
	
	
	

	Review and take feedback
	
	
	
	
	
	
	
	
	
	
	
	

	Final submission
	
	
	
	
	
	
	
	
	
	
	
	


[bookmark: _Toc213063710]Table 2: Timeline
(Source: Created by Author)
The research timeline mainly outlines key stages in including topic selection, as well as managing the research process in the evolving roles of content marketing for handling engagement and loyalty of millennial customers. The initial plan focuses on topic selection as well as developing a research aim and objectives. The research also needs to focus on literature search maintenance in conducting a literature review. This present research focuses on secondary data collection and analysis of information in the evolving context of content marketing. The research further maintained submission preparation to ensure completion of the project.
[bookmark: _Toc213063640]7. Conclusion
The research highlights the role of content marketing in handling engagement and loyalty towards millennial customers. The digitally empowered generation focuses on value, authenticity and interactive communication to maintain transparency with the brand. This research demonstrates an effective content marketing strategy, such as personalising massaging commercial lines as well as social media engagement, that helps to maintain trust as well as emotional connection with consumers in the fashion sector. Utilisation of qualitative information can identify different content forms that provide influence on consumer attitude as well as maintain long-term relationships. The research findings are also expected to provide practical insight for marketers in managing approach and developing a sustainable engagement model in a competitive digital marketplace.
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