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Abstract 
In today's tech-driven world, traditional ways of building a brand have changed to include Electronic media and working 
with influencers. The new media age has experienced a significant transformation in Electronic Media platforms and tools 
and a rise of influencer marketing. This study shows the impact of electronic media marketing on startup growth and 
sustainability, using literature review with recent studies and interviews with professionals. Moreover, it identifies key 
factors for a successful startup strategy in the digital age. Using existing research, the study shows how electronic media 
and startup companies are connected to a brand's value. It also explains the study's limits and suggests ideas for future 
research. Electronic media marketing reshaped how customers interact and cooperate with the brand, highlighting a two- 
way communication, validity and engagement. About the findings, they reveal that the interaction of electronic media 
such sharing content, responding to comments relatable brand voice, enhances loyalty and engagement. Additionally, 
electronic media boosts purchase intention when aligned with audience value and authenticity. Moreover, the study aims 
to show the importance of emotional connection in building a digital brand relationship. While offering insights for startup 
company, it also acknowledges limitations in order to change digital brand relationships. Ultimately, the research 
highlights that electronic media influence on startup companies for building awareness in the digital area. It also examines 
how these strategies affect the startup in the digital age. 
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1. Introduction 
Brand creates, maintains and views that significant 
change as a result of digital technologies (Dwivedi et al., 
2021). In the context of brand communication, 
electronic media marketing become important piller. 
Therefore, digital platforms provide interaction between 
startup and customers. The emergence of influencers 
provides marketers to promote trust (Sudha & Sheena, 
2021). In the rapid digital landscape, the rules of Brands 
changed in a profound transformation. With the growth 
of electronic media tools, the startup company navigates 
into a system of engagement and effective 
communication and interaction. Electronic media 
marketing engagement emerged a very powerful tool for 
success in the new area that enable brands to foster and 
expand  her loyalty shaping public perception more 
effectively. This research explores these digital 
strategies that examine the impact of customer brand 
awareness, growth and customer trust. It investigates the 
digital approaches that analyze the effects of customer 
brand recognition, development, and consumer trust. 
 

1.1 The influence of Electronic media marketing on 
startup awareness 
Electronic media has transformed startup 
communication with consumers. It shifts the powerful 
influence from traditional to more personal advertising 
using several tools and platforms. The impact of 
development in this space is the growth and rise of 
social media influencers In the digital age, social media 
has transformed how brands communicate with 
consumers, shifting the power of influence from 
traditional advertising to more personal, peer-driven 
platforms. Among the most impactful developments in 
this space is the rise of social media that increasingly 
influence individuals who cultivated opinions, trends 
and decision making, meanwhile, startup turned to 
influencer partnership. While Electronic media 
marketing offers new opportunities for startup growth, 
it also introduces challenges related to authenticity, 
transparency, and brand alignment. The challenge for 
startup lies in the alignment and engagement of 
consumer empowerment to an expressed plan (Yen & 
Abosag, 2016). Organizational effectiveness can be 
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difficult to achieve. It demands full and harmonized 
power to place a variety of key elements for building 
brand image (Gómez et al., 2018). The challenge for 
companies lies in the alignment and engagement of 
consumer empowerment to an expressed plan (Yen & 
Abosag, 2016). Organizational effectiveness can be 
difficult to achieve. It demands full and harmonized 
power to place a variety of key elements for building 
brand image (Gómez et al., 2018). Startup companies 
build up a large captive followers and a large audience. 
The importance of Electronic media use lies in the 
ability to influence decision of purchase from customers 
(sahaf, Nazir,2024). The Electronic media tools are 
online opinion that startup can leverage as a part of there 
strategies ( Fajriani, Muliana, 2022). Electronic media 
marketing are very important to startup because they 
merge social connection and marketing channels. Their 
partnership has become a fundamental strategy in 
modern age, influencing responsiveness of the , 
itsstartup awareness and trust. Influencers who 
perceived as relatable enhance the brand visibility when 
they introduce the product to attain audience target. (De 
Veirman, Cauberghe, & Hudders, 2017). Ekectronic 
media marketing serve as intermediate that helps startup 
to appear responsive and engaged with customers. 

Therefore, the credibility of startup plays a critical role 
in trust where customers trust the brand. These 
partnerships influence consumer’s purchase intentions 
in real-time social media environments. 
1.1.1 Understanding the Role of startup Credibility in 
Consumer Decision-Making 
Nowadays, startup widely acknowledge that a strong 
brand image will create competitive advantage in the 
marketplace, and that will improve their overall 
reputation and credibility. To understand the role of 
startup credibility in consumer decision making is 
crucial in today’s digital marketing. Electronic media 
outlines opinions, perception and credibility that affect 
how customers response to content. Customers seems 
reliable and relatable to the brand to place trust and 
confidence. The startup perceived knowledge , the 
followers consider their opinions during the process of 
purchasing. Moreover, the trust can influence attitudes, 
awareness and buying behavior. Credibility is a factor 
of shaping decisions of customers making consideration 
for startup to build connections and engagement in 
Electronic media environment. Moreover, the rising use 
of social media and other factors such as growing of 
trust support influencer marketing strategies. 
(Sudha,2017). 

 
Table 1.Factors of Electronic media marketing influencing the startup 

Factors of social 
media influencing 
the brand 

Definitions Authors 

Attitude 
The attitude is the approach and  evaluation of the customer 
toward the brand product or services 

(Paulssen et al., 2016) 

Information 
adoption 

It is the process in which customer purposely engage by 
using information in order to share, approve and share the 
information 

Kim (2016) 

Trust 
General confidence on the message spread by the brand 
toward its consumers. Trust is a fundamental factor that 
affect the relation between the brand and consumers. 

(Adnan, 2020) 

Purhase intention 
The Willingness to purchase a product in the future affect 
positively on the Brand Building. The intention of purchase 
lead to a future loyalty and reliability 

(Choong Hoon Lima, Kihan 
Kima, , Yunjae Cheong,2016) 

Awareness 

It describes the degree of consumer appreciation of a brand. 
Creating brand awareness is a key step in promoting a brand. 
Ideally, awareness of the brand may include the qualities that 
distinguish the brand from its competitors. 

(Lynch et al., 2020) 

Loyalty 

The inclination of customers to stay with a company over 
another when looking for meeting particular needs. 
Loyalty implies consistent repurchase of a brand resulting 
from positive affinity of consumers towards the brand. 

(Rahul Singh ,2016) 

Choice 
It is Product or service that a consumer chooses to purchase 
in the market. (Lee,2016) 

Usefulness 
The degree to which a customer perceives a platform to be 
useful to accomplish its needs and wants. 

(Maulana, 2020) 

Electronic 
presence 

The level to which a Electronic connection is made between 
brands and consumer. The Electronic presence of the brand 
through Electronic Platform highpoint the image and the 
value of the brand toward its customers. 

(Anne Osterrieder,2016) 
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Factors of social 
media influencing 
the brand 

Definitions Authors 

Helpfulness 
The insight of evaluation being helpful to customers to know 
more about the brand, how can this brand can satisfy their 
needs and requirements? 

(Martin,2016) 

Preference of 
information 
source 

The prioritization of Consumers’ hierarchical of the usage of 
information that originates from different sources for the 
purpose of decision making. 

(chuang,2018) 

 
1.1.2 Insights into Modern startup and Consumer 
Behavior 
Concerning Modern branding, it is significantly rising 
due to digital technologies and influence of electronic 
media presence. Traditional branding relied to one-way 
communication while brands today foster more 
transparency and authenticity. The emotional 
connection remains competitive advantage for the 
brand. Electronic Media platforms become a tool that 
shape identity of the brand and facilitate interaction 
between customers and brand (keller, 2013). Moreover, 
consumers play a crucial role by creating brand equity 
(Gensler et al, 2013). Therefore, startups are becoming 
managing a responsiveness and evolving with 
customers. As such, modern branding must integrate 
consumer insights, innovations, differentiation and a 
relevant culture in order to create long term relationship 
with customers. 
Concerning customer behavior, its role becomes a 
critical area for study, regarding that digital platforms 
are influencing audience in a critical way (Appel e al. 
2020). Customers are interacting with the startup to 
make decisions. Users of social media are actively 
engaged by sharing opinions and engaging with content. 
The shift between traditional marketing and modern 
marketing has made authenticity where customers are 
influenced by relatable content and make experience. 
Additionally, the interactivity of electronic media  tools 
allows customers to compare products and access brand 
information. (Lipsman et al,2012). Consumer 

expectations are shaped with the personalization and 
convenience by understanding consumer behavior on f 
startup development fostering a long term relationship 
and competitiveness. 
Due the increase and rise of customers using electronic 
media channels and tools, the electronic content plays a 
crucial role to customer engagement by generating 
brand and users. By improving how startup goes to 
market, it can achieve significantly greater results 
without changing strategies or their creative execution. 
At the Marketing mix level, startup can improve their 
execution by making small changes in any or all of the 
4-Ps (Product, Price, Place and Promotion). Modern 
branding has faced a transformation influenced by 
customers’ behavior on social media platforms. 
Platforms like Tiktok, Instagram and YouTube are 
becoming keys through the presence and voice of 
marketers and influencers expecting transparency and 
values. Customers is not only seeking a product; they 
are seeking two-way communication and engagement. 
Moreover, social media allows the brand to 
personalized emotional relation and experiences, 
responding feedback and also allows startup to respond 
to real-time. Customer behavior plays a crucial and 
major role shaping perceptions and credibility. 
Therefore, the rise of interactive content reflects 
preference of the customer. Therefore, modern startup 
on electronic media is considered about creating content 
that inform, engaged and empowered customers. 

 
Table 2 : insights modern startup and consumer behavior 

Aspect startup Strategy Consumer Behavior Insight and Implication 
Startup 
Communication 

Interaction-dialogue Consumers expectations, 
engagement and 
responsiveness 

building trust and loyalty 

Content Style Authenticity, relatability Real experiences Engagment and 
conversions 

Influencer 
Marketing 

Strategic partnerships Consumers trust 
recommendations from 
influencers they follow 

Influencer credibility 
significantly impacts 
purchase decisions 

Social Proof likes, shares, reviews, and 
comments 

Feedback and validation Brand credibility 

Startup  Values Ethics and authenticity Personal values supporting the 
brand 

Brand loyalty and 
emotional connection 

Personalization Recommendations and content Consumers interests Boosting engagement and 
improving good 
experience 
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Platform Usage Platform use Changing of behavior 
concerning the platform 
choice 

Fiting the norms through 
the platform used 

Feedback 
Integration 

Incorporating consumer input 
into branding and product 
development 

Consumers wants to be valued Brand – customer 
relationship 

 

1.2 Key factors for a successful startup strategy in the digital age 
In today’s era, the fast evolving of digital marketing, scaling a startup company requires a strong strategy. The digital age 
offers opportunities and presents challenges that demand adaptability and strong digital presence. Below the key factors 
that contribute to building a successful startup strategy: 

Key factors implications 
Strong digital presence  Professional website 

 Social media profiles 
 Search engine optimization 

Clear value proposition  Clarity and differenciation 
 Competitive advantage 

Data driven decision making  Identifiy trends 
 Measure performane 
 Refine strategies 

Effective digital marketing  Mastering channels 
 Content marketing 
 Paid ads 

Strong tech infrastructure  Performance 
 Regular updates 

Skilled and adaptable team  Strong startup team 
 Remote collaboration tools and continuous learning 

Cybersecurity and data privacy  Secure payments gateway 
 Encrypted data storage 

A thriving startup feeds on engagement and commitment. It is absolutely important for a startup company to connect with 
customers by staying relevant in the market. Customers become accustomed to find what they wat online. According to 
saleforce survey, 85 % of customers conduct researches before they make their purchase online, among the most used 
channels are website (74%), social media (38%). Therefore, strartup companies need to have an effective strategy to 
increase awareness and growth. A digital presence give the strarup company the opportunity to be present by an ideal 
platform in order to communicate with costumers. 
 
3. Methodology 
3.1 Research Design 
To obtain a comprehensive analysis of the role of 
electronic media marketing on the startup growth and 
sustainability, the present research took the convergent 
parallel mixed-method design, combining both 
quantitative and qualitative methods. The reasoning 
underlying this design was to gain both quantitative 
understanding about a big group of consumers as well 
as more contextual knowledge about professionals in 
the field of working with digital startups. Data types 
were gathered apart and at the same time, analyzed 
separately, and finally combined during interpretation to 
provide a comparison and integration. 
 
3.2 Quantitative Component 
The quantitative aspect of the research was achieved by 
means of an online self-administered questionnaire that 
involved the respondents aged between 18 and 35 years 
old who follow or act through the startup brands through 
the electronic media tools (Instagram, Tik Tok, and 
YouTube). The convenience sampling method was 
utilized to recruit respondents using startup marketing 

sites, university online communities, and the social 
media platforms. The number of valid responses 
gathered was 200 and incorporated into the analysis. 
The survey questionnaire was divided into 24 Likert-
scale questions organized into six constructs, that is, 
brand awareness, emotional engagement, brand trust, 
perceived usefulness, electronic presence, and purchase 
intention. All the constructs were operationalized with 
the help of four items measured with a five-point scale 
(Strongly Disagree-Strongly Agree). The items were 
based on the already published validated instruments 
and checked by marketing experts to make sure the 
content is valid. The reliability analysis was performed 
based on the Alpha of Cronbach, and all six constructs 
had high internal consistency as the values of alpha were 
between 0.83 and 0.88. The analysis of data was 
conducted by means of SPSS version 26. The average 
scores and standard deviations were computed by means 
of descriptive statistics. Pearson correlation was 
employed to find out the relationship between 
constructs, and a multiple linear regression model was 
conducted to establish the major predictors of purchase 
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intention. There was a test of the overall fitness of the 
regression model using analysis of variance (ANOVA). 
 
3.3 Qualitative Component 
The qualitative aspect aimed to investigate the views of 
professionals on how the electronic media marketing 
can help establish brand credibility, consumer 
involvement, and startup sustainability. A purposive 
sample of eight participants, four start-up founders and 
four digital marketers in Lebanon and the wider MENA, 
participated in semi-structured interviews. The 
participants were chosen on the condition of their active 
engagement in the management of branding and 
marketing of startups on digital platforms. The 
interviews were recorded and took about 30 to 45 
minutes each and were carried out online through video 
conferencing systems. The interviews were taped and 
transcribed word-for-word with the participants’ 
consent. Open-ended questions in the interview guide 
were based on brand trust, emotional content, influencer 
strategy, platform-specific communication and digital 
consumer behavior. Analysis of the Interview data was 
done via thematic analysis, and the six steps that Braun 
and Clarke described were followed. The first 
transcripts were coded by meaningful statements and 
sorted into subthemes. These were further categorized 
into broad themes that indicated the important forces 
and issues in electronic media marketing among start 
ups. The coding process was supported with NVivo 
software and the consistency between data sources was 
achieved. 
 
3.4 Ethical Considerations 
Ethical standards were upheld throughout the research 
process. Participation in both the survey and interviews 
was voluntary, and informed consent was obtained from 
all participants. Anonymity and confidentiality were 
guaranteed, and participants had the right to withdraw 

at any point without consequence. The study was 
reviewed and approved by the affiliated institution’s 
research ethics committee, and data were stored 
securely in encrypted digital formats accessible only to 
the research team. 
 
3.5 Integration of Methods 
Quantitative and qualitative analysis results were 
combined in the discussion stage. Intersections and 
disintersections between the datasets were found to 
improve the interpretation and give a more detailed 
picture of how electronic media strategies can impact 
consumer behavior and startup success. This combining 
facilitated the triangulation of results and enhanced the 
validity of the study as well as provided more profound 
information than either of the two methods could have 
provided alone. 
 
3. Results 
3.1 Quantitaive Analysis 
3.1.1 Descriptive Statistics 
The data analysis was initiated by calculations of the 
descriptive statistics of each variable in the study. The 
findings reflected the average score of all constructs as 
being generally high, which showed positive attitudes of 
consumers when engaging in a startup with the help of 
electronic media. The average of the brand awareness 
was 4.08 at a standard deviation of 0.61, which implies 
that consumers had high familiarity with the startups on 
the online platforms. The mean score of emotional 
engagement was 3.92, which indicates a moderately 
good emotional attachment between users and the 
content on the startup. The brand trust was also good 
with a mean of 4.01. The purchase intention registered 
a mean of 3.85 and the perceived usefulness registered 
at 4.03. Electronic presence recorded the greatest mean 
of 4.15, as it showed that startups were considered to 
have a high and vigorous presence on the internet. 

 
Table 1: Descriptive Statistics of Key Variables (N = 200) 

Variable Mean (M) Std. Deviation (SD) Minimum Maximum 
Brand Awareness 4.08 0.61 2.00 5.00 
Emotional Engagement 3.92 0.75 1.75 5.00 
Brand Trust 4.01 0.63 2.00 5.00 
Purchase Intention 3.85 0.71 1.50 5.00 
Usefulness 4.03 0.60 2.25 5.00 
Electronic Presence 4.15 0.57 2.00 5.00 

 
3.1.2 Correlation Analysis 
The Pearson correlation result showed that all the constructs of the study were statistically significant and positive. Brand 
awareness and brand trust and electronic presence were strongly related, whereas emotional engagement had significant 
correlations with purchase intention and brand trust. The purchase intention was most correlated with brand trust, meaning 
that it is one of the most important elements that determine consumer behavior. The results prove the hypothesis that the 
more consumers are aware of and trust a startup, the more likely they are to interact with the brand or buy it. 
 

Table 2: Pearson Correlation Matrix Between Key Constructs 
Variable 1 2 3 4 5 6 
1. Brand Awareness —      
2. Emotional Engagement .68** —     
3. Brand Trust .72** .74** —    
4. Purchase Intention .59** .66** .71** —   
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5. Usefulness .65** .61** .69** .70** —  
6. Electronic Presence .73** .69** .74** .68** .72** — 

Note. All correlations are significant at p < .01. 
 
3.1.3 Regression Analysis 
A multiple linear regression was used to establish the degree to which the independent variables, that included brand 
awareness, emotional engagement, brand trust, perceived usefulness, and electronic presence, predicted the dependent 
variable, purchase intention. This model was statistically significant, and the F-value was 56.42, but the p-value was less 
than 0.001. The model accounted about 61 percent of the purchase intention variance, which was a high predictive 
relationship. Brand trust became the most relevant predictor of purchase intention, and it was followed by brand 
awareness, perceived usefulness and emotional engagement. Even though the electronic presence showed a positive 
regression coefficient, the contribution was not significant at the level of 0.05. 
 

Table 3: Multiple Linear Regression Predicting Purchase Intention Dependent Variable: Purchase Intention 
Predictor B SE β t p 
Brand Awareness 0.27 0.08 0.25 3.38 .001 
Emotional Engagement 0.19 0.09 0.18 2.11 .036 
Brand Trust 0.32 0.07 0.31 4.57 <.001 
Usefulness 0.21 0.08 0.22 2.63 .009 
Electronic Presence 0.14 0.08 0.13 1.75 .081 

 
Table 4: Model Summary for Multiple Regression Analysis 

Model R R² Adjusted R² Std. Error F Sig. 
Overall Regression .78 .61 .59 0.45 56.42 <.001 

 
3.2 Qualitative Analysis 
As a supplement to the quantitative results of the survey, 
a qualitative part was carried out through semi-
structured interviews with eight respondents, 
comprising four founders of startups and four digital 
marketing experts in Lebanon and the MENA region, in 
general. The interviews were carried out through video 
conferencing, and each interview took about 30-45 
minutes. Thematic analysis was conducted to discover 
themes that reoccurred in the areas of digital 
engagement, content strategy, trust-building, and brand 
sustainability. The transcripts were organized and coded 
with NVivo software as per the six-phase framework of 
thematic analysis by Braun and Clarke. 
Three major themes emerged from the analysis: 
 
Theme 1: Authenticity as a Foundation for Trust 
The participants repeatedly underlined the importance 
of authenticity in the messages, tone, and storytelling to 
earn consumer trust. The founders have stated that they 
did not produce overly slick and commercialized 
content because they did not want to humanize the 
brand, instead releasing behind-the-scenes videos, 
stories about the staff, and founder stories. One of the 
founders mentioned, when we demonstrate real people 
behind the brand, customers will perceive the brand to 
know us not only our product. This is consistent with 
the quantitative result that a particular brand trust was 
the most important predictor of purchase intention. 
 
Theme 2: Emotional Resonance and Community 
Engagement 
Interviewees explained that emotionally compelling 
content- particularly content that resonated with the 
values of the audience- was the ones that got more 
interaction, shares, and loyalty. Marketers emphasized 

that the highest emotional engagement was produced by 
posts that discussed customer struggles or aspirations 
(e.g., work-life balance, sustainability or local pride). A 
marketer remarked, when we make people perceive us, 
they respond- and they come back. This feeling is 
reflected in the quantitative findings. 
 
Theme 3: Strategic Use of Influencers and Platform-
Specific Content 
Startups stated that micro-influencers and platform-
specific tactics were used in order to enhance reach and 
relevance. Brand awareness and the use of viral content 
were identified with TikTok whereas storytelling and 
customer feedback were identified as more common 
with Instagram. Experts said that the selection of the 
platform not only made a difference regarding the 
visibility but also the kind of relationship established. 
One of the interviewees said, We go viral with Tik Tok 
and we build long term community with Instagram. This 
qualifies the role of the electronic presence and 
usefulness as indicated in the quantitative regression 
model. 
 
4. Discussion 
The findings of this mixed-methods research are solid 
grounds of evidence that electronic media marketing is 
one of the primary catalysts of startup growth and 
sustainability because it influences consumer perception 
and behavioral intentions (Dwivedi et al., 2021; Kamboj 
et al., 2018). Based on the quantitative analysis, brand 
trust was found to be the most influential indicator of 
purchase intention, then emotional engagement and 
perceived usefulness (Ladhari & Michaud, 2015; 
Laroche et al., 2013). These results were statistically 
significant based on a high degree of explained variance 
(R² = 0.61) where brand trust (β = 0.31, p = .001) and 
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emotional engagement (β = 0.18, p = .036) had direct 
effects on the consumer’s probability of purchasing a 
product initiated by a startup operating on digital 
platforms (Kim & Ko, 2012). The qualitative results 
further clarified and explained these numerical trends by 
showing that emotional appeal storytelling, 
transparency, and authenticity were more than 
marketing strategies but core pillars to consumer-brand 
relationships (Gensler et al., 2013; Hollebeek & Macky, 
2019). Interviewees repeatedly stressed that it is not the 
frequency of content or its aesthetic qualities that can 
create long-term loyalty in a startup, but rather a sense 
of honesty, vulnerability, and value alignment in the 
stories they tell, most often through behind-the-scenes 
content, community-focused communication, and 
familiar voices (Ashley & Tuten, 2015). These 
observations demonstrate that consumers do not read 
online material as passive consumers; they are 
emotionally engaged users who want to relate to brands 
at human and ethical dimensions. This interlock of data 
confirms and develops current theoretical constructs. 
The theory of engagement is proven correct in this case, 
and emotional and cognitive engagement proved to be 
effective predictors of the behavioral results (Brodie et 
al., 2011; Hollebeek et al., 2014). In addition, the fact 
that digitally enabled relational cues (storytelling, 
responsiveness, and transparency) are central to 
customer retention and startup credibility buttresses the 
Relationship Marketing paradigm (Morgan & Hunt, 
1994; Sashi, 2012). The qualitative information is a very 
important contribution as it expands the Consumer-
Based Brand Equity (CBBE) model. Conventionally, 
the CBBE paradigm focuses on consumer-perceptions 
of quality, awareness and associations but the current 
findings have indicated that digital co-creation, bi-
directional interactivity and perceived moral alignment 
are equally significant in the current media-saturated 
world (Keller, 2013; Popp & Woratschek, 2016). On 
websites such as TikTok and Instagram, the audience is 
not just receiving information; it is also actively creating 
the digital image of a brand through the reactions, 
shares, comments and user-created content (Dessart et 
al., 2015). Consumer-startup relationship has 
transformed into a co-authored dialogic process that 
goes beyond traditional advertising (Muntinga et al., 
2011). 
 
Managerially, these conclusions provide important 
insights to be used by startups operating in the highly 
competitive and multifaceted digital environment 
(Lipsman et al., 2012). That is no longer the way to 
concentrate on the algorithmic visibility or increase the 
number of followers. Startups need to spend 
strategically on the development of content that is not 
only informative but also emotionally appealing, 
genuine, and supportive of the values of the target 
audience (Kaplan & Haenlein, 2010). Emotional 
storytelling, mission-based communication and 
community-based interaction must become a key 
element in the digital branding approach of a startup 

(Gensler et al., 2013). The influencer partnerships 
should not be chosen according to the number of 
followers only but also need to be screened on cultural 
and authenticity aspects as well as the ability to resonate 
with the audience of the startup (De Veirman et al., 
2017). Moreover, platform-based tactics should be 
streamlined: TikTok can be employed as an instrument 
of cultural virality and fast brand-awareness through 
humor or trends, whereas Instagram is to be used as a 
medium of more profound relationship building, 
storytelling, and brand transparency (Djafarova & 
Trofimenko, 2019). The qualitative information further 
indicates that startups that are vigilant in responding to 
customer feedback, develop participatory campaigns 
and motivate user-created content are in a better position 
to achieve trust-based loyalty, churn and organic growth 
(Schivinski et al., 2016). 
Although this study has strengths, there are certain 
limitations that have to be mentioned. The quantitative 
data are cross-sectional and therefore the relationships 
determined are a correlation and not a causal 
relationship (Bryman, 2016). The social desirability 
bias, recall error, or even different interpretation of the 
major constructs may also affect the self-reported 
responses in the survey (Podsakoff et al., 2003). 
Moreover, we should note that, although the sample of 
200 digitally active consumer aged 18 to 35 provides 
some relevance to the audiences of tech-savvy startups, 
it might not be applicable fully to older and lower 
digitally active targets (Statista, 2023). The qualitative 
part, despite its thematic depth, only used eight 
participants, which might not be enough to represent the 
entire variety of practices and outlooks across 
industries, geographies, and the stages of startup 
growth. 
The future study ought to focus on the adoption of a 
longitudinal mixed-method research design to study 
how the consumer engagement with startup content is 
shifting in the long run and in reaction to varying social 
and economic conditions (Creswell & Plano Clark, 
2018). Specifically, the monitoring of the alteration of 
the purchase intention and brand trust through repeat 
campaign cycles would help to identify the key 
information regarding brand resilience and 
responsiveness. Experimental research may make 
comparisons of various forms of digital content like 
emotional storytelling versus functionality product 
messaging, to determine various differences in their 
effects on consumer loyalty, brand credibility, and 
consumer conversion behavior (Hollebeek & Macky, 
2019). Moreover, comparative studies across cultures 
should be considered to explore the functioning of 
digital engagement strategies in underrepresented or 
emerging startup ecosystems of Africa, Asia, Latin 
America, and the Middle East. This research would 
bring more global-based research to understand the 
effectiveness of digital marketing, brand-consumer co-
creation, and startup scalability in the various socio-
economic and technological contexts (Dwivedi et al., 
2021; Kaplan & Haenlein, 2010). 
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Figure 1:  Integration of Qualitative and Quantitative Findings on the Impact of Electronic Media Marketing on 

Startup Growth 
 
5. Conclusion 
This paper has presented strong and multidimensional 
proof that electronic media marketing is not simply an 
additional promotional instrument but a key driver that 
propels start-ups, consumer interactions, and 
sustainability in the digital economy. In the combination 
of both quantitative and qualitative results, the study has 
identified that the three most significant predictors of 
consumer purchase intention are brand trust, emotional 
engagement, and perceived usefulness. These 
considerations, which lie in the area of psychological 
attachment and informational utility, go far beyond the 
level of surface interaction and emphasize the nature of 
consumer expectations in the participatory media age. 
Although the electronic presence of a startup certainly 
helps to create visibility and initial awareness, the 
mentioned aspect cannot indicate consumer behavior 
unless it is backed by a sense of authenticity, credibility, 
and emotional appeal. The results underscore the fact 
that effective digital strategies need to go beyond 
technical optimization and reach of the influencers, but 
be anchored on the principle of authentic human 
interaction, open communication and alignment of 
values with the target audience. Startups that tell stories, 
encourage user involvement and platform-specific 
content based on community dynamics are in a better 
position to build loyalty, create purchase intention, and 
build brand ecosystems that are resilient. Nurturing 
these more intimate digital relationships, not only will 
the startups find it easier to get and retain customers, but 
also, they will better adapt to the shifting and very 
competitive market. Overall, the research paper has a 
contribution to academic knowledge and the practical 
advice as it proves that the answer to the sustainable 
success of startups in the digital era should be the 
strategic approach of combining data-driven insight, 
emotional connectivity, and brand authentic 
communication. 
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