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Abstract

The study aimed to identify and explain the characteristics of emotional reactions of Instagram social network users in
interaction with Iraqi radio. This research employed a mixed-method design. In the qualitative phase, semi-structured
interviews were conducted with 20 experts in Instagram, digital media, and radio, and the data were analyzed thematically.
In the quantitative phase, the population included 8,000 Instagram users of Iraqi radio, from which 484 participants were
selected using the Morgan table. A questionnaire developed from the qualitative findings was used. Content validity was
confirmed by experts, and reliability was measured using Cronbach’s alpha. Data were analyzed using Smart PLS structural
equation modeling. The results indicated that users’ emotional reaction characteristics were categorized into eight groups:
normal consumers (correlation coefficient = 0.985), passive (silent) consumers (0.993), reactive users (0.913), information
consumers (0.965), active supporters (0.919), informed and participatory supporters (0.984), content producers and social
activists (0.977), and social—political critics and protesters (0.873). All relationships were statistically significant at the 95%
confidence level. The findings suggest that Instagram users interacting with Iraqi radio content demonstrate diverse patterns
of emotional reactions, ranging from passive consumption to active participation and even socio-political protest. These
patterns can serve as a basis for media policy-making and the development of effective content strategies in digital platforms.
Keywords: Emotional Reaction, Social Network, Instagram, Iraqi Radio
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Extended Abstract

Introduction

The rapid evolution of social media has reshaped communication, marketing, and public engagement across
different cultural and institutional contexts. Among social networking platforms, Instagram has gained
remarkable global attention due to its visual orientation and interactivity, attracting over one billion active
monthly users and becoming a powerful arena for personal expression, information exchange, and brand
engagement (Smith, 2020). Scholars have highlighted that social media platforms provide not only
entertainment and connectivity but also serve as tools for marketing, political communication, and shaping
public opinion (Culnan et al., 2010). For media organizations such as radio stations, adapting to this shift in
communication culture is crucial for retaining and expanding their audiences in the digital era.

Recent literature emphasizes that social media marketing significantly influences consumer behavior and
loyalty. For instance, studies reveal that organizations that design interactive, authentic, and engaging content
can stimulate stronger consumer attachment and active participation (Banerji & Singh, 2024; Shekari et al.,
2025). The interplay between content features and customer engagement has been shown to foster sustained
loyalty and advocacy, especially in competitive digital environments (Shweta & Dev, 2024). Moreover, the
potential of social media extends beyond business; it plays a role in public opinion management, civic
engagement, and the reinforcement or critique of social policies (Mirzaei & Keshavarz Moghadam, 2024).
These dimensions are particularly relevant in contexts where media outlets like radio attempt to connect with
younger, digitally active audiences.

In this regard, research has identified that users of social networks can be segmented into different behavioral
categories. Passive consumers merely absorb information without much interaction, while active participants
generate, share, and critique content, thereby shaping broader conversations (Kabiri et al., 2023). Scholars
have noted that emotional reactions are central to understanding these patterns, as they reveal how users
connect cognitively and affectively with content (Dolan et al., 2016). Social media provides a space for
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identity construction, activism, and socio-political engagement (Purovanto, 2023). Such dynamics demand
nuanced analysis to guide both academic inquiry and practical strategy in media management.

Another crucial theme emerging from scholarship is the role of social media in relationship marketing and
brand equity. For example, (Dao et al., 2025) demonstrated how B2B social media marketing mediates
customer relationship management effectiveness, word-of-mouth, and loyalty. Likewise, (Jiang, 2024)
emphasized that social media significantly contributes to customer-based brand equity for luxury brands by
amplifying consumer trust and engagement. In the cultural and media sectors, these insights suggest that
audience loyalty can be cultivated by leveraging interactive digital strategies. Further, privacy concerns remain
an important factor influencing user behaviors, as highlighted in (Montes & Perez, 2024), who revealed that
platforms like Instagram must balance personalization with respect for users’ data protection expectations.
The present study builds upon these insights to examine the emotional reactions of Instagram users in Iraq
toward radio-related content. By identifying categories of user reactions—ranging from ordinary consumers
to socio-political critics—this study aims to contribute to the broader understanding of social media
engagement behavior and its implications for media organizations. This focus is significant because emotional
reactions are not only reflections of personal preferences but also indicators of collective sentiment that can
shape the trajectory of public discourse and organizational reputation (Rachbini, 2023; Shah et al., 2024).
Methods and Materials

This research employed a mixed-methods design combining qualitative and quantitative approaches. In the
qualitative phase, semi-structured interviews were conducted with 20 experts in Instagram, digital media, and
radio in Iraq. Their insights informed the identification of emotional reaction features among Instagram users.
For the quantitative phase, the statistical population consisted of 8,000 Instagram users associated with Iraqi
radio. Based on Morgan’s sampling table, 484 users were selected. Data collection was conducted using a
structured questionnaire derived from the qualitative phase. Validity was confirmed through expert evaluation,
and reliability was measured using Cronbach’s alpha. Structural equation modeling was employed using Smart
PLS software to analyze the data and test relationships among identified categories.

Findings

The analysis revealed eight distinct categories of emotional reactions among Instagram users interacting with
Iraqi radio content.

1. Ordinary Consumers: With a correlation coefficient of 0.985, this group engages primarily with
general information and entertainment, displaying limited involvement in deeper discussions.

2. Passive (Silent) Consumers: This category, showing the highest correlation coefficient of 0.993,
consumes information with minimal participation, primarily liking or viewing without sharing or
producing content.

3. Reactive Users: With a coefficient of 0.913, these users actively respond through likes, comments,
and shares, often motivated by social responsibility or awareness.

4. Information Consumers: Scoring 0.965, these users pursue continuous access to political, economic,
and social updates while avoiding deep personal involvement in discussions.

5. Active Supporters: With 0.919, these users emotionally connect to specific content and express
loyalty, often supporting campaigns or initiatives.

6. Informed and Participatory Supporters: At 0.984, these users were identified as highly engaged,
sensitive to social change, and actively spreading content through posts and stories.

7. Content Producers and Social Activists: With 0.977, these users not only generate original content
but also influence the emotional climate of the community, especially in times of political or economic
crises.
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8. Social and Political Critics/Protesters: With the lowest coefficient of 0.873, this group critically
engages with content, using the platform for protest, critique, and activism.

All relationships between the identified categories and users’ emotional reactions were statistically significant
at the 95% confidence level, confirming the robustness of the categorization.
Discussion and Conclusion
The findings highlight the diversity of emotional reactions among Instagram users in Iraq, underscoring the
multifaceted nature of engagement in social media contexts. These categories align with previous studies
emphasizing the role of content characteristics and user motivations in shaping interaction patterns (Shekari
et al.,, 2025). The high correlation among passive consumers demonstrates that while many users limit
themselves to consumption, their silent presence still influences content visibility and algorithmic
prioritization, echoing findings from (Kabiri et al., 2023).
The significance of reactive users and participatory supporters illustrates how emotional involvement
transforms passive audiences into active agents of dissemination, thereby amplifying content reach. This
observation resonates with (Banerji & Singh, 2024), who emphasized that social media marketing activities
enhance loyalty by deepening engagement. Moreover, the identification of social and political critics validates
earlier arguments that platforms like Instagram function as spaces for civic dialogue and protest (Mirzaei &
Keshavarz Moghadam, 2024; Purovanto, 2023). Their presence shows that digital environments are not
merely channels for entertainment but arenas for contestation and societal reflection.
The results also reveal that content producers and activists exert significant influence by shaping the discourse
and encouraging collective action. This reflects the role of social media in creating competitive advantages
and new forms of customer-brand interaction as documented by (Culnan et al., 2010) and (Shah et al., 2024).
Furthermore, privacy concerns highlighted by (Montes & Perez, 2024 ) remain relevant, as politically engaged
users may calibrate their reactions based on perceived risks of data exposure.
From a managerial perspective, these findings suggest that media organizations, including radio stations, must
adopt differentiated strategies to address the varying emotional profiles of their audiences. Supporting loyal
users, motivating passive ones, and constructively engaging critics can strengthen both audience retention and
organizational reputation. The results also confirm insights from (Rachbini, 2023) and (Fazel & Harandi,
2024), who emphasized the centrality of innovation and co-creation in leveraging social media for brand
advocacy and equity.
In conclusion, this study contributes to the growing body of literature on social media engagement by offering
a detailed classification of emotional reactions among Instagram users in the Iraqi context. It demonstrates that
user engagement extends beyond mere interaction, encompassing emotional, informational, and socio-political
dimensions. These insights provide valuable guidance for both scholars and practitioners seeking to understand
and optimize social media strategies. By aligning with previous scholarship (Dolan et al., 2016; Peters et al.,
2013; Smith & Zook, 2016), this research affirms that emotional engagement is the cornerstone of effective
social media communication, with implications for marketing, public opinion management, and civic
participation.
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