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Abstract :

This study analyzes the factors influencing users’ digital engagement, focusing on
the emotional, behavioral, and technological dimensions .Ordinary Least Squares (OLS)
and Logit models were employed to estimate the effect of each dimension on
engagement rates, emphasizing emotional content, sentiment analysis, and the role of
artificial intelligence in enhancing participation .Results indicate that emotional content
and positive sentiments are the primary drivers of engagement, while artificial
intelligence acts as a strong amplifier of these effects. The robustness of the models
confirms that digital engagement is the result of an integrated interaction between
emotional, behavioral, and technological dimensions ,providing a solid foundation to
enhance digital marketing strategies and improve return on investment.

Keywords :Digital Engagement, Emotional Dimension, Behavioral Dimension,
Technological Dimension, OLS Models, Logit Model, Artificial Intelligence.
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