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ABSTRACT

This paper introduces the EG-CB-BM (Electronic Gadgets—Consumer Behavior-Business Management) Framework,
developed to examine the strategic impact of digital devices on consumer choices within a rapidly transforming digital
economy. Drawing on current literature, the study explores the digital evolution of consumer behavior and how electronic
gadgets facilitate interaction within omnichannel environments. It synthesizes the status of digital marketing and its role in
reshaping business processes and marketing strategies. Through case analyses of Facebook, Instagram, YouTube, Amazon,
Twitter, Snapchat, the paper highlights the critical influence of platform-specific dynamics on customer engagement. Key
prospects and limitations are discussed, with an emphasis on the need for adaptive digital business models. This research
contributes practical insights into how enterprises can align technology, consumer behavior, and marketing strategies to
achieve sustainable competitive advantage.

Keywords: Electronic Gadgets, Consumer Behavior, Business Management, Digital Marketing, Social Media Strategy.. ..

1. INTRODUCTION

The rapid proliferation of electronic devices such as wearables, smartphones, and tablets has significantly altered how
consumers interact with markets in the modern era [1]. In everyday life, these devices have taken center stage, altering how
people obtain information, assess goods, and choose what to purchase [2]. With over 4 billion people using the web for an
average of 6 to 10 hours per day, the digital space now supports nearly every aspect of buyer operation [3]. This shift has
led to the emergence of new customer communication models, where being present has been replaced by quick
correspondence on platforms like the internet through social media. [4].

Digital marketing, which is closely tied to web and cell phones, is an essential part of modern business strategy [5]. Its
influence goes beyond simple advertising to include targeted delivery driven by Al that instantly adjusts to user behavior and
habits [6]. In order to create rich events, companies today employ advanced digital tools like data analytics, specific
marketing, and client profiling [7]. These advancements have reframed purchasing decisions as an interactive, multi-phase
process that involves pre-purchase research, on-the-spot evaluation, and post-purchase feedback—often all conducted with
the same device [8]. Digital transformation has resulted in an overall and scientific shift in the purchasing pattern [9]. The
Omni channel marketing strategies, which integrate on the web and physical experiences, have become popular in an effort
to boost efficiency and client happiness [10]. Medium and smaller businesses in particular choose these models to remain
competitive in an increasingly crowded market [11]. Notwithstanding the benefits, issues persist, especially for businesses
that are not highly digitalized, such as a lack of tactical insight, gaps in infrastructure, and ignorance of technology [12].
This calls for a coherent a theoretical structure that combines psychology, company leadership, and gadget use [13].

One of the most significant outcomes of this shift is the resetting of power within the two groups of people. Thanks to web
pages that have made opinion sharing more accessible, reviews by others, endorsements from stars, and viral posts can now
influence buyer sentiment more effectively than traditional media ever could [14]. These days, psychological elements like
trust, simplicity, and customization define the value of a brand [15]. Thus, in addition to producing high-quality digital
content, companies also need to ensure that their customers are constantly engaging with them via appropriate channels, such
as voice search integration, Al-powered chatbots, and data-driven remarketing [16].

As a result, this paper proposes the EG-CB-BM a structure, a strategy that integrates gadgets, company leadership, and
buying habits into a single, cohesive system. The framework was developed specifically to assist businesses in aligning their
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digital marketing campaigns with the electronic device-using their behavioral patterns. Based on recent studies and empirical
data, the proposed model can be applied to evaluate maturity in technology, enhance marketing strategies, and foster enduring
customer loyalty in the ecosystem of electronic businesses.).
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Contributions
The novel contributions of this study are:

Proposes the novel EG-CB-BM Framework to integrate electronic gadget use, consumer behavior, and business strategy in
digital ecosystems.

Provides comparative case analyses of six major platforms (Facebook, Instagram, YouTube, Amazon, Snapchat, Twitter) to
explore platform-specific consumer engagement.

Identifies the strategic impact of gadget-driven omnichannel marketing on modern business process transformation.

Highlights actionable pathways for SMEs and enterprises to align digital tools with evolving consumer expectations for
competitive advantage.

2. Literature Review

Digital marketing has undergone a significant transformation over the last decade, emerging as a dominant force in shaping
consumer behavior. Table 1 shows summary of research gaps.

Li (2024) [17] underscores the growing influence of digital marketing, particularly social media marketing, in altering
consumer decision-making processes. By leveraging user-generated content and consumer reviews, businesses gain insight
into how digital platforms influence brand perception and purchasing patterns.

The challenges of technology adoption in emerging economies are highlighted by Diaz-Arancibia et al. (2024) [18], who
discuss the structural limitations faced by SMEs. Their review suggests that although electronic gadgets and digital
technologies are available, contextual barriers—such as cultural constraints and limited infrastructure—impede their
integration. This gap between potential and practical usage limits the strategic alignment between digital tools and consumer
engagement in such settings.
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Tarabasz (2024) [19] emphasizes the disruptive nature of digital technologies in traditional marketing strategies. She notes
that successful businesses are those that can transition from mass marketing to data-driven personalized approaches.
However, the literature lacks robust models that connect marketing channel evolution to electronic gadget usage in a holistic
business framework.

Further depth is added by Eslami et al. (2024) [20], who investigate customer segmentation in the IoT domain using
algorithmic methods. Their study illustrates that customer preferences, extracted through gadget usage data, can inform CRM
strategies. However, it does not bridge this insight with a comprehensive business strategy that accounts for digital
infrastructure readiness or behavioral adaptation.

Sagar (2024) [21] discusses the digitization of retail and the resulting changes in consumer expectations and operational
logistics. His study introduces omni-channel retailing as a necessity in modern business but does not explicitly integrate
electronic gadget proliferation as a central enabler. Meanwhile, Tarnanidis (2024) [22] examines mobile marketing strategies
and their impact on the consumer purchasing process, acknowledging the significance of personalized messaging. Yet, the
study lacks cross-sector validation of the mobile marketing strategy in non-retail industries.

Modak et al. (2024) [23] advocate the use of deep learning models like CNNs to decode complex consumer behavior patterns.
While their approach successfully boosts campaign performance and customer satisfaction, the research is predominantly
sector-specific (e.g., banking) and does not explore cross-domain applicability. Ravisankar et al. (2024) [24] go further by
linking future networks like 6G with personalized digital strategies but stop short of modeling these influences within a
business management framework.

Finally, Kumar et al. (2024) [25] investigate the integration of Al tools such as ChatGPT into brand communication.
Although the study emphasizes ethics and innovation, it lacks a standardized framework to guide how Al and electronic
gadgets should be strategically deployed across the business-consumer interface.

These studies collectively reinforce the need for an integrated approach—Ilike the EG-CB-BM Framework—that aligns
digital technology, evolving consumer behavior, and business management practices within a unified strategic model.

Table 1: Summary of Research Gaps

Ref $:2tll;or(s) & Focus Area Key Contribution Identified Research Gap
_ . Role of social media in|[Lack of a framework connecting
. Digital marketing and . . . )
[17]||Li (2024) . shaping purchasing|lconsumer behavior to business
consumer behavior - .
decisions strategy
Diaz-Arancibia ||Tech adoption in SMEs S'oc’lgeconomlf: faF: tprs Absejnce of mpdels tailored for SME-
[18] . . limiting adoption of digital(|specific digital engagement via
et al. (2024) (developing countries)
tools gadgets
Marketing strategy in||Shift from traditional to No umﬁed mo@el linking p e.rsonahz.ed
[19]|[Tarabasz (2024) . . . . marketing with electronic device
the digital age personalized strategies
usage
[20] Eslami et al.||loT-CRM and customer|{|SOM and CART used for|Lacks linkage to wider digital business
(2024) segmentation [oT consumer insights transformation frameworks
Retail management and||Omni-channel retailing||No specific mention of gadget role in
[21]) Sagar (2024) digital transformation ||insights shaping digital retail behavior
Tarnanidis . . Impact of mobile strategies||Industry-specific; lacks wvalidation
[22] (2024) Mobile marketing on purchasing decisions across multiple business sectors
Modak et al.|Deep learning in||CNNs for segmentation and lelted. o banking; @a(.:ks
[23] . . . generalizability to broader digital
(2024) marketing satisfaction improvement . .
business environments

Journal of Neonatal Surgery | Year: 2025 | Volume: 14 | Issue: 32s

pg. 5479




Tushar Srivastav , Dr. Mridulesh Singh

Ref $:;}rlor(s) & Focus Area Key Contribution Identified Research Gap
Ravisankaretal.[6G and  Al-enabled||Future networks for Absence Qf busmess-l.ev.el mod.el}ng
[24] . . . _|[incorporating futuristic digital
(2024) business models consumer-centric strategies .S
communication tools
ChatGPT in enhancing||Need for a unified, ethical Al-gadget-
Kumar et al . . o . . . >
[25] (2024) Al in brand marketing ||communication and||business behavior integration
innovation framework

2.1 Research gaps

Despite extensive studies on digital marketing, consumer behavior, and technological adoption, several key research gaps
persist. Existing literature often focuses on isolated components such as digital channels, Al tools, or mobile strategies
without integrating them into a cohesive business management framework. While social media and mobile platforms have
been recognized for their influence on consumer purchasing decisions, there is a lack of standardized models that align these
digital touchpoints with strategic business functions. Small and medium-sized enterprises, particularly in developing regions,
face challenges in adopting advanced technologies due to infrastructural and contextual constraints, yet tailored models for
effective gadget-enabled engagement remain underdeveloped. Moreover, although deep learning and Al-driven marketing
methods offer precise behavioral insights, their application is often industry-specific and lacks cross-sector generalizability.
Finally, the rapid evolution of technologies like IoT and 6G highlights the need for forward-looking frameworks that can
dynamically incorporate electronic gadgets, consumer interaction patterns, and adaptive business strategies into a unified
digital ecosystem.

2.2 Problem statement

In today’s hyperconnected digital economy, the rapid proliferation of electronic gadgets has fundamentally altered consumer
behavior, making interactions more dynamic, personalized, and data-driven. Despite this transformation, many businesses—
particularly small and medium-sized enterprises—struggle to align their digital strategies with evolving consumer
expectations. Current research tends to address digital marketing, consumer behavior, or business management in isolation,
lacking an integrated framework that synthesizes these dimensions. There is a pressing need to understand how gadget-driven
consumer interactions influence business processes and strategic decisions in the digital era. The absence of a comprehensive
model that connects electronic gadget usage, behavioral shifts, and adaptive management practices creates a critical gap in
both academic literature and practical application. This study addresses that gap by proposing the EG-CB-BM framework to
strategically analyze and align digital engagement, consumer behavior insights, and business transformation initiatives.

3. Objectives

The novel objectives of this study are:

To analyze the impact of electronic gadgets on modern consumer behavior.

To evaluate the integration of digital marketing into business management practices.

To propose a strategic framework (EG-CB-BM) for enhancing digital engagement in SMEs and large enterprises.
3.1 Research questions

RQ1: How do electronic gadgets influence the decision-making processes of digital consumers across social media and e-
commerce platforms?

RQ2: What platform-specific engagement patterns can be identified across Facebook, Instagram, YouTube, Amazon,
Twitter, and Snapchat?

RQ3: To what extent are digital marketing strategies integrated into business processes for enhancing consumer engagement?

RQ4: How can the EG-CB-BM Framework be applied to guide SMEs in aligning digital tools with evolving consumer
behavior?
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4. Proposed Method

[ Proposed Method J

l

[ Digital Marketing ]

l

The Current Development
Status of Digital Marketing

l

Business Process ]

l

[ Marketing Strategy ]

N

Figure 1: Proposed Workflow for Digital Marketing Strategy Development

Figure 1 depicts a structured functioning of the recommended methodology utilized in our research to investigate the strategic
integration of social media marketing into enterprise leadership. The system begins with an overview of digital marketing,
highlighting its foundations and relevance in today's consumer landscape. Following that, it examines the current state of
digital marketing, accounting for adoption trends and technological advancements across various industries. The last step,
"commercial process," examines how online instruments and systems impact active workflows, company choices procedures,
and dealings with clients. In the end, the process produces driven by data, efficient advertising plans that ensure a competitive
advantage in the setting of online enterprises and adjust to changing tastes.

A structured questionnaire designed to support empirical validation of the EG-CB-BM framework is provided in appendix
A.

Digital Marketing

In the age of digitization, selling has progressed far beyond traditional print and broadcast strategies. Digital advertising
now encompasses an array of activities that use websites and devices, mainly gadgets like gadgets, tablets, and phones, to
interact with and influence consumers. In addition to altering how companies communicate with their target markets, such
instruments have altered how customers make choices. The EG-CB-BM framework states that the main element connecting
buyer attitudes and the adoption of gadgets with adaptable business strategies is the internet.

4.1.1 Current Development Status

Buyers today are increasingly relying on mobile devices to help them make educated buying choices. Because they have
continuous use of the internet through gadgets, people now study features of goods, read reviews by others, contrast options,
and look at suggestions from bloggers before making a purchase. These days, this process includes websites like social
media platform where Al-powered advertising and customized delivery methods influence user preferences. This shift has
placed digital marketing at the center of consumer engagement and brand awareness. Despite its growth, online advertising
is still developing unevenly across industries and regions, depending on factors like computer systems, digital skills, and
system adoption rates.

4.1.2 Business Process
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Consumer decisions now follow a dynamic model: need recognition — online research — evaluation through social reviews
— purchase — post purchase feedback. Gadgets bridge every stage, providing seamless access and interaction.

The evolution of the buying process into a dynamic and captivating model has been made possible by electronic devices.
After identifying a need or problem, search engines, handheld devices, and e-commerce platforms are used to conduct online
research. Social media and internet reviews have a big impact on the review stage, when they compare brands and products.
Purchases are becoming being made through digital channels, and features like one-click purchasing and mobile payments
make things more convenient. Customers often finish the cycle by sharing their travels or reviews online after making a
purchase. Customers can remain involved at all levels thanks to electronic devices, which gives businesses the opportunity
to influence decisions with targeted, timely interventions.

4.1.3 Marketing Strategy

In the digital age, tailoring, rapidity, and complete engagement are key components of marketing strategies. To customize
their messaging, businesses now use sophisticated strategies like quick suggestion engines, predictive analytics, as well as
artificial intelligence-based customer segmentation. Particularly in industries like fashion, housing, and consumer
electronics, virtual reality and holograms are employed to create happy product experiences. The same electronic devices
that consumers use on a daily basis are used to implement these strategies, turning cell phones and tablets into platforms for
brand experiences. Additionally, data analytics makes it possible for campaigns to be continuously monitored and optimized,
which keeps companies flexible and sensitive to customer behavior. Internet advertising not only draws attention but also
creates enduring relationships with customers that are in line with strategic corporate objectives thanks to these integrated
tactics.

4.2 Sample Design and Variables

Although this study is qualitative + framework-driven, primarily conceptual and comparative, a structured questionnaire
(Appendix A) is included for future empirical validation of the EG-CB-BM Framework. The questionnaire captures basic
demographic data (age, gender, occupation), platform engagement behaviors, and user satisfaction indicators. These
variables will serve as explanatory inputs in potential quantitative analysis for validating platform-specific strategies and
digital maturity alignment.

5. Case Analysis

To evaluate the practical relevance of the EG-CB-BM Framework, this study examines six major digital platforms, focusing
here on four primary ones: Facebook, Instagram, YouTube, and Amazon. Each platform is assessed for how it integrates
digital marketing strategies, supports gadget-enabled consumer behavior, and aligns with business management goals in a
dynamic digital ecosystem.

5.1 Facebook

Facebook has grown into a powerful marketing tool that predicts user behavior and displays highly personalized ads using
machine learning and machine learning. Businesses use Facebook Ads Manager to segment users based on their
demographics, online activity, interests, and habits. A few instances of digital reality features that offer immersive
experiences that replicate in-person goods relations are virtual try-ons for makeup or sunglasses. Facebook Shops enables
firms to integrate e-commerce directly into their pages, facilitating effortless sales not ever leaving the website. These tools
create a continuous cycle of brand-consumer relationships when employed on mobile devices, which promotes involvement
and conversion.

5.2 Instagram

Instagram, which is well-known for its visually appealing interface, uses influencer marketing and high-effect photography
to sway user preferences. By connecting content and commerce, shoppable stories and posts let users browse goods, tap on
labels, and make purchases straight from the app. Influencers are contemporary brand ambassadors who frequently promote
products and encourage instant interaction through reels, narratives, and live sessions. The Instagram algorithm makes sure
that advertising reaches the right audiences by giving preference to content that matches user behavior. Since smartphones
are the primary means of accessing the platform, mobile devices are crucial in this case, causing the entire shopping
experience easily accessible.

5.3 YouTube

YouTube serves as both a search engine and an entertainment hub, making it an ideal platform for long form content
marketing. Businesses utilize product reviews, unboxing videos, tutorials, and influencer collaborations to influence buying
decisions. Video content not only increases time spent with the brand but also facilitates better storytelling and product
demonstration. YouTube ads, including skippable, non-skippable, and bumper ads, are often personalized based on user
history and device. Gadgets like smartphones and tablets are the primary mediums through which users engage with
YouTube, enhancing the direct-to-consumer marketing experience through high-quality video streaming and interactive ad
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formats.
5.4 Amazon

Amazon combines e-commerce and digital marketing by embedding recommendation engines, customer reviews, and
sponsored ads within its platform. The "Customers also bought" and "Frequently bought together" sections use algorithmic
predictions based on browsing and purchase behavior. Amazon's one-click purchase feature, optimized for mobile devices,
supports frictionless transactions. Moreover, the integration of voice assistants (e.g., Alexa) expands access to digital
shopping through internet of things gadgets. Businesses selling on amazon benefit from enhanced visibility through paid
placements and A+ content features that enrich product listings with visuals and comparative tables. The entire consumer
journey from search to purchase and review is gadget enabled and business aligned.

5.5 Twitter

Twitter functions as a immediate microblogging and engagement platform where brands engage consumers through trending
content, hashtags, and short form updates. The platforms immediacy makes it ideal for time sensitive marketing campaigns,
product announcements, and customer service interactions. Businesses use twitter to monitor conversations, respond to
feedback, and build brand presence using promoted tweets and influencer collaborations. The platform also supports
multimedia posts, polls, and threads to boost visibility and engagement. Through mobile gadgets, users frequently interact
with brands by retweeting, replying, and liking posts, which helps amplify reach and build community trust. Twitter
immediate nature makes it especially effective for creating buzz and initiating viral conversations around brands and
campaigns.

5.6 Snapchat

Snapchat is a primarily mobile platform that is primarily used by younger audiences and is made for sharing highly
personalized, transient content. It provides a range of marketing tools that allow for immersive, interactive customer
experiences, such as branded filters, AR lenses, and snap ads. Customers are drawn into casual yet captivating branded
ecosystems by features like story ads, swipe-ups, and snaps, which raises converting and brand recall rates. utilizing
Snapchat as a strategic transmit in the engagement model of EG-CB-BM.

Six major digital platforms, including Facebook, Instagram, the likes of Amazon Twitter, and Snapchat, are thoroughly
compared in Table 2, which also highlights each platform's formats, strategies, device usage, involvement styles, and tools
for business. Systems like the website and Amazon value content depth and utility-driven transactions, whereas Facebook
and Instagram prioritize visual narratives and community involvement. Conversely, Twitter and Snapchat are excellent at
making quick and fleeting connections, which allows brands to take advantage of novelty and immediacy. Within the EG-
CB-BM structure, every system offers distinct strategic advantages that illustrate how electronic devices act as entry points
for customized customer relationships. These findings support the need for companies to adapt their digital strategies to the
platform psychological ecosystem in order to improve engagement and conversion rates among a variety of user groups.

Table 2: Comparative Analysis of Platform-Specific Marketing Features

Feature / Facebook Instagram YouTube Amazon Twitter Snapchat
Platform
Primary Social Feed +||Visual Feed + . Product Listings||Microblog Feed + Ep hc?meral
. Long-form Video . Stories +
Format Marketplace Stories + Reviews Trends .
Discover
Influencer . Search +
. +
Al Ads + AR +||Tags + Tutquals, Sponsored Hashtag Marketing AR Lenses
Key Strategy Reviews, Ad| . Sponsored
Shops Shoppable . Listings +||+ Promoted Tweets|| ..
Campaigns . Filters
Posts Reviews
Device Mobile +|[Primarily Mobile + Smart|Mobile App +|,. . . Exclusively
Usage Desktop Mobile TVs Voice Devices Primarily Mobile Mobile
Engagement Interactlv'e | Visual " Content-Driven + Utility-Based  + Real-Time +|[Visual +
Community Influencer . Instant . .
Style . . Informational . Conversational Interactive
Driven Driven Transactions
Business Facebook  Ads Creator YouTube Studio,|Amazon  Seller| Twitter Ads,||Snapchat  Ads
Studio, Google Ads||Central, Brand||Analytics Manager, Snap
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Feature / Facebook Instagram YouTube Amazon Twitter Snapchat
Platform
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Tags
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Figure 2: Platform-Specific Engagement Flow in the EG-CB-BM Framework

Using the EG-CB-BM framework, Figure 2 shows a flexible engagement flow that charts the ways in which customers
engage with online advertising content at the entry point, involvement phase, and transformation phase. Instagram uses
influencer-driven feeds, YouTube uses long-form footage, Amazon uses purchase recommendations, Twitter uses trending
suggestions, Snapchat uses discovery-based connections, and Facebook uses personalized content and augmented reality ads
to start user interaction. Users interact with includes like product tagging, advertisements, and suggestions during the
engagement phase, which is usually made possible by electronic devices. These interactions result in quantifiable
transformation outcomes, such as Facebook ad click-throughs, YouTube video views, Amazon purchases, and social media
sharing actions like breaks and retweets on Twitter and Snapchat.

6. Prospects

It is anticipated that the combination of mobile phones, online computing, and analytics powered by artificial intelligence
will raise the bar for digital consumer engagement as digital infrastructure develops globally. Businesses will be able to
provide highly customized experiences based on each customer's unique actions, preferences, and contextual cues thanks to
the ability to instantly collect, process, and react to consumer data. For instance, context-aware marketing, intelligent
suggestions, and customized push notifications will all be commonplace elements of digital tactics.

Universal integration, which tracks and synchronizes user connections across platforms and devices to provide a smooth
customer journey, is another exciting area. In environments where users switch between desktop, mobile, intelligent TV,
and the internet connected devices in a single transaction cycle, this development is particularly pertinent. Companies that
use centralized data management to successfully integrate omnichannel will see increased engagement and retention.

Additionally, the emergence of wearable interfaces, voice commerce, and conversational Al opens up new avenues for brand
interaction outside of touchscreens. With their free of charge convenience and tailored recommendations, virtual assistants
such as Alexa, Siri, and Google's digital assistant are already changing customer expectations. Businesses will need to
modify their approaches as these technologies advance to take into account Al chatbot relationships, voice-based search
optimizing, and absorbed brand storytelling via AR/VR devices. Last but not least, maintaining customer trust will depend
heavily on data privacy and the moral application of Al. Businesses must balance new technologies with candor and consent-
based data practices as predictive models gain power in order to prevent legal hazards and consumer protests.
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Table 3: Emerging Trends in Digital Engagement

Trend/Technology Description Strategic Impact

. Al-driven content tailored to individual behavior||Increases engagement, loyalty, and
Hyper-Personalization

and preferences conversion rates
Cross-Platform Unified customer experience across multiple||Improves continuity and customer
Integration digital channels and devices journey mapping
Voice-Commerce &||Use of Alexa, Siri, Google Assistant for search,||Enables hands-free, conversational
Assistants purchase, and feedback engagement

. Smart chatbots and NLP tools to simulate human||[Enhances real-time support and
Conversational Al

interaction automation
Augmented/Virtual Immersive, visual interaction with products and||Boosts engagement and product
Reality brand environments experience

Ethical Al & Data||Compliance with privacy laws, transparent data||Builds long-term consumer trust and
Governance practices brand integrity

The future subsequent consumer engagement is being shaped by the major emerging trends listed in Table 3. Artificial
intelligence-powered hyper personalization allows companies to customize content to each user's unique behavior, greatly
increasing user participation and conversion rates. By guaranteeing a smooth consumer experience across platforms and
devices, universal integration enhances user journey uniformity and brand continuity. Search and purchase behaviors are
streamlined by hands-free, conversational interactions brought about by the growth of talking and virtual assistants like Alexa
and Siri. Natural language processing and intelligent chatbots are examples of casual artificial intelligence tools that further
enhance operational effectiveness and customer service. Technologies like virtual and virtual reality provide customers with
complete brand experiences that enhance their engagement with products.

7. Findings

This section highlights the outcomes derived from applying the EG-CB-BM framework across six major online platforms.
The analysis reveals consistent patterns in how electronic gadgets influence engagement styles, marketing strategies, and
consumer connections.

7.1 Key Observations from Platform Analysis
Table 4: Key Observations from Platform Analysis

Platform |[Engagement Driver Primary Consumer Action Business Strategy Leveraged
Facebook|[Personalized AR Ads Ad click, shop visit Facebook Ads Manager + Shops
Instagram|[{Influencer Content + Reels  |[Tap to buy, story interaction Shoppable Tags + Creator Studio

YouTube ||[Product Reviews + Tutorials [|Video engagement, subscription||Google Ads + YouTube Studio

Amazon ||Al Recommendations Purchase + Review Sponsored Listings + Alexa
Twitter [[Real-Time Trends + Hashtags||[Retweet, reply Promoted Tweets + Polls
Snapchat [|AR Lenses + Stories Swipe-up, snap view Branded Filters + Snap Pixel

Six significant online platforms were used to apply the EG-CB-BM framework, and the platform-specific insights are shown
in Table 4. Based on its primary user behavior, every platform exhibits a distinct participation driver. Facebook uses shops,
ads manager, and customized augmented reality ads to promote retail trips and ad connections. Instagram's focus on visual

Journal of Neonatal Surgery | Year: 2025 | Volume: 14 | Issue: 32s
pg. 5485



Tushar Srivastav , Dr. Mridulesh Singh

storytelling and influencer-driven content encourages users to tap to buy through creator studios and shoppable tags.
Informative content, such as reviews and tutorials, is what drives YouTube engagement. This leads to over time video
connections and subscriptions, which are optimized with Google Advertising and YouTube Studio. Amazon prioritizes Al-
powered suggestions that lead to direct product reviews and purchases, made possible by advertising and Alexa integration.
Through encouraged tweets and interactive polls, Twitter leverages current trends and hashtags to elicit prompt responses,
such as retweets and replies. Using labeled filters and snap pixels, Snapchat uses AR glasses and temporary stories to create
swipe-ups and snap-based engagement. When taken as a whole, these observations support the necessity of platform-specific
tactics in digital company leadership.
Facebook

Integrated Summary of EG-CB-BM Framework Application Across Platforn Instagran
Personadjzation

YouTube

Amazon

Transaction Iyt 2 -Real-timf Interaction

Figure 3: Integrated Summary of EG-CB-BM Framework Application across Platforms

Fig 3 shows a radar chart or bar chart showing:

X-axis: Platforms (Facebook to Snapchat)

Y-axis: Engagement Score / Feature Richness (scale of 1-5)

Categories: Personalization, Real-time Interaction, Al Use, Visual Appeal, Transaction Integration

A radar chart showing the performance of six significant platforms—Facebook, Instagram, You Tube, Amazon, based on
twitter, and Snapchat—across the five main EG-CB-BM framework areas of personalization, instant unity, Al use,
appearance, and purchases integration is shown in Figure 3. Instagram and Snapchat, which use influencer-driven content
and immersive experiences, are leaders in visual appeal and personalization. Amazon's emphasis on utility and computation
recommendation systems is demonstrated by its proficiency in purchases integration and Al use. Facebook keeps an equal
amount profile across a number of dimensions, whereas Twitter excels at instant connection. YouTube consistently delivers
content and targets users with the help of artificial intelligence. This graphic highlights the unique strategic benefits that
each platform provides, highlighting the necessity of platform-specific digital marketing strategies within the framework of
the EG-CB-BM advantageous model.

7.2 Word Cloud of Common Consumer Engagement Terms
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Figure 4: Word Cloud of Common Consumer Engagement Terms

A database of words based on commonly used terms in content created by users, such as ratings, feedback, and social media
interactions, was created in order to visually examine the language trends of viewership across platforms. Figure 4 illustrates
how popular terms like buy, review, swipe-up, click, join, trend, and influencer capture the variety of customer connections
on sites like YouTube, Instagram, and Amazon. Phrases such as augmented reality, chatbot, and quick show how new
innovations are increasingly influencing experiences for customers. The EG-CB-BM framework's focus on platform-specific
actions and the material strategy alignment is further supported by this graphic.

7.3 Sentiment Analysis of Platform Engagement

SentiWordNet, a semantic asset that rates spoken words according to their semantic introductions, was used to perform
emotion analysis in order to supplement behavioral data. To determine the emotional tone connected to each system, content
created by users such as reviews, tweets, and comments was examined. Instagram and YouTube produced the highest typical
ratings, as illustrated in figure 5, which is indicative of their visually appealing and entertainment-focused nature. However,
because of its quick, opinion-driven surroundings, Twitter showed a wider spread with higher levels of negative sentiment.
SnapChat's sentiment remained moderately polarized, whereas Amazon's sentiment skewed positively due to customer
satisfaction reviews. By adjusting tone, happy, and ways of responding to each platform's sentimental scenery, these findings
help companies in improving their loyalty strategies.

Using SentimentNet to measure user-generated content, Figure 5 compares emotion analysis through six major platforms:
Instagram, YouTube, Facebook, Amazon, Twitter, and Snapchat. By separating the sentiment polarity into a favorable, and
negative components, it provides information about the general emotional tone of customer relationships. Because of their
visually stimulating and entertainment-focused environments, Instagram and YouTube have the highest percentage of
positive feelings. Amazon and Facebook keep a steady tone with a lot of positive feedback backed by ad engagement and
buying satisfaction. Given its reputation for quick commentary, Twitter exhibits a comparatively higher percentage of
negative sentiment, which is indicative of the platform's widespread use for opinion sharing and public debate.

Journal of Neonatal Surgery | Year: 2025 | Volume: 14 | Issue: 32s
pg. 5487



| Tushar Srivastav , Dr. Mridulesh Singh

Sentiment Distribution Across Platforms (Using SentiWordNet)

0.2
N FPositive
Meutral
mm Negative
0

Facebook Instagram YouTube Amazon Twitter Snapchat

o o
[=4] m

(=]
=

Sentiment Polarity Score

o

Figure 5: Sentiment Distribution Across Platforms (Using SentiWordNet)

7.4 Summary of Strategic Alignment
Table 5: Summary of Strategic Alignment

EG-CB-BM Layer Consumer Behavior Insight Strategic Impact

Enabled omnichannel marketing

Electronic Gadgets (EG) [|Constant multi-device interaction .
opportunities

Preference for personalized and influencer||Guided content targeting and

Consumer Behavior (CB) .
content segmentation

Business Management

(BM) Platform-specific campaign optimization Enhanced ROI and brand loyalty

The EG-CB-BM framework's three main layers—business management, consumer behavior, and electronic devices—are
strategically aligned to enhance digital marketing results, as shown in Table 5. The extensive use of wearables, smartphones,
and tablets at the EG the layer allows for continuous multi-device connectivity, opening up possibilities for smooth marketing
across channels. The CB layer helps brands improve their targeting and segmentation tactics by highlighting a pronounced
consumer preference for influencer-driven involvement and personalized content. Businesses are using platform-specific
instruments to optimize campaigns at the business management (BM) level, which raises return on investment, boosts
customer lifetime value, and increases brand loyalty. The ability of the EG-CB-BM structure to bridge technological devices,
behavior, and strategy is supported by this layered alignment.

Figure 6 links the use of electronic devices with platform actions and business outcomes to demonstrate the abstract flow of
value position within the EG-CB-BM framework. On the left, consumers' main access points are gadgets like wearables,
tablets, and cell phones, which allow them to connect to online platforms continuously. The layout and engagement features
of sites such as Instagram, YouTube, and Amazon influence the behavioral actions that these connections take in the middle
layer, such as reading, tapping, searching, and sharing. Measurable business outcomes, such as greater rates of conversion,
enhanced client retention, and raised brand visibility, are a direct result of these consumer behaviors.
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Figure 6: EG-CB-BM Value Alignment Flow

Fig 6 is a conceptual diagram showing:

Left: Devices (smartphone, tablet, wearable)

Middle: Platform behavior (scroll, tap, search, share)

Right: Business outcomes (conversion, loyalty, brand visibility)
7.5 Discussion

The EG-CB-BM structure provides a practical and one perspective for understanding the evolving connections between
technology, purchasing patterns, and corporate policies. According to this study, technology are not only tools for access;
they actively promote consumption by affecting how people search for data, communicate with others, and make decisions
about what to purchase on different websites. The framework examines six major platforms through social media by
analyzing platform-specific marketer connection patterns.

This model is particularly relevant for companies of all sizes that often struggle to apply tailored strategies for different
platforms. By combining emotional information with device utilization, the EG-CB-BM system allows these businesses to
scale and cut expenses while combining their digital advertising tactics. It also highlights the growing importance of right
now data analysis, personalized delivery, and common uniformity, emphasizing the role of emerging technologies like Al,
AR/VR, and smartphones in creating consumer-centric tactics.

Despite its benefits, its primary focus on social and online stores may leave out actions that occur beyond digitally saturated
habitats. Since its findings are largely typical of urban, related people, they might overlook the nuances of purchasing
patterns in rural or online remote regions. Future research could benefit from this limitation, particularly in analyzing
potential inactive or hybrid modifications to the EG-CB-BM structure that would increase its applicability and inclusivity.

7.5.1 Limitation

This framework may not adequately capture buyer habits outside of digital ecosystems (such as offline or rural markets)
because it now relies on data that is primarily focused on social media. Additional empirical confirmation is required across
sectors and regions.

8. Conclusion and Future Work

The EG-CB-BM structure is a planning model that integrates technology, purchasing patterns, and company leadership. It
was proposed and validated by the current study to guide campaigns in today's modern technological environment. By doing
in-depth cases and equivalent ideas, the research illustrated how device-enabled loyalty on websites through social media
platforms can be successfully linked to corporate objectives. This operate cross-platform analysis, relevance for big business
and SMEs, and ability to convert client engagement into planning are its main work. To improve technological maturity,
customization, and adaptability to changing buyer habits, businesses can utilize this template as an open guide.

Future research directions include:
Empirical validation of the framework through surveys or experimental simulations.
Expansion of the model to include emerging platforms like TikTok, LinkedIn, and WhatsApp Business.

Integration of voice-commerce, IoT interfaces, and metaverse-based commerce to explore next-generation marketing
strategies.

Application of the framework in sector-specific studies (e.g., healthcare, edtech, fashion) to assess contextual adaptability
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Appendix A: Sample Questionnaire for Digital Platform Engagement Study
(Structured Questionnaire for EG-CB-BM Framework Validation)

Section 1: Demographics

Age:
Gender: [0 Male [0 Female [ Other

Occupation:

Do you use a smartphone or tablet daily? [0 Yes [0 No

Section 2: Consumer Platform Behavior

5. Which platforms do you regularly use? (Select all that apply)

O Facebook [ Instagram [ YouTube [ Amazon I Twitter L1 Snapchat

How often do you make purchasing decisions influenced by content on these platforms?
O Rarely O Sometimes [ Often [ Always

Which platform do you trust most for product reviews?

How important are personalized ads to your purchasing decisions?
O Not important [J Slightly [ Moderately (1 Very [0 Extremely

Section 3: Engagement & Satisfaction
9. Rate your overall satisfaction with online shopping experiences via mobile apps (1 to 5):

Do you  believe platforms like Instagram or Amazon understand your preferences accurately?
O Strongly Disagree [ Disagree [0 Neutral [0 Agree [ Strongly Agree
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