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Objective: The present study aims to design and provide a well-founded and
reliable framework for content marketing in the banking industry of Iran, with the
objective of enhancing the effectiveness of this approach and contributing to
increased market share and profitability of banks.

Methodology: This mixed-method research was conducted in two phases:
qualitative and quantitative. In the qualitative phase, grounded theory was used
to design the model. A purposive sampling method was employed, selecting a
group of academic experts and banking industry specialists, and in-depth
interviews were conducted until theoretical saturation, which was reached after
15 interviews. The collected data were analyzed systematically and continuously
in three stages: open coding, axial coding, and selective coding. In the quantitative
phase, the designed model was validated using confirmatory factor analysis based
on a covariance approach, and path analysis was used to finalize the model.
Findings: During the open coding stage, 188 concepts were extracted, which
were grouped into 41 categories through axial coding. Finally, 10 main categories
were identified: understanding the business and planning, establishing a content
management and strategy unit, defining content marketing goals, understanding
the audience, identifying audience needs, generating content ideas and topics,
managing content production, managing content dissemination, managing
customer expectations and experiences, and gathering feedback for process
improvement. The final model was developed based on these categories and
validated in the quantitative phase.

Conclusion: This study presented a comprehensive and clear model for content
marketing in the banking industry, outlining specific stages and processes for
implementation. The model has the potential to enhance the effectiveness of
content marketing strategies and contribute to the improvement of market share
and profitability for banks.

Keywords: Content Marketing, Banking Industry, Indigenous Model, Process
Model



https://www.dmbaj.com/
https://doi.org/10.22034/dmbaj.2024.2046080.1189
https://doi.org/10.22034/dmbaj.2024.2046080.1189
https://creativecommons.org/licenses/by/4.0/
https://orcid.org/0009-0009-3360-8083
https://orcid.org/0009-0001-8981-4374
https://orcid.org/0009-0002-2497-6636
http://creativecommons.org/licenses/by/4.0
https://portal.issn.org/resource/ISSN/3041-8933

EXTENDED ABSTRACT
Introduction

The banking industry is a critical component of any nation's economy, and banks play a pivotal
role in the financial market. As competition intensifies, commercial banks must adopt advanced strategies
to attract and retain customers. Marketing in this sector has evolved into a sophisticated, data-driven
process involving content marketing to meet consumer needs and expectations. Content marketing is
defined as creating and distributing valuable content to attract and engage a well-defined target audience
(Vinerean, 2017). It differs from traditional marketing by focusing on delivering relevant content to drive
consumer behavior changes (Naseri, Norouzi, & Fahimnia, 2017).

With the proliferation of digital technologies, content marketing has become essential for
organizations to strengthen brand awareness, build customer loyalty, and improve financial performance
(Lou & Xie, 2021). Research indicates that strategic content marketing enhances consumer-brand
relationships and generates long-term benefits for businesses (Javani & Kahzadzed, 2022). However,
developing a comprehensive content marketing model that integrates all essential components and
processes remains challenging, especially in the banking industry, which is traditionally risk-averse and
regulated (Gregoriades et al., 2021).

The present study aimed to design and implement a content marketing model tailored to the
banking industry in Iran, emphasizing processes and execution.

Methodology

The research utilized a mixed-method approach comprising qualitative and quantitative phases.
The qualitative phase employed grounded theory to design the content marketing model. A purposive
sampling strategy was used to select 15 experts, including academic scholars in management and banking
industry practitioners. In-depth semi-structured interviews continued until theoretical saturation was
reached. The data collected were analyzed through open, axial, and selective coding to identify core
concepts and categories.

The quantitative phase involved validating the model using confirmatory factor analysis (CFA)
through a covariance approach. A structured questionnaire was distributed to 317 senior managers and
branch heads of Bank Mellat. Data analysis was conducted using AMOS software, and path analysis was
performed to finalize the model.

Findings

The qualitative analysis resulted in 188 initial concepts, which were refined into 41 subcategories
through axial coding. These were further condensed into 10 main categories:

1. Understanding the Business and Planning: Emphasizes strategic planning, understanding
market competition, and defining business objectives.

2. Establishing a Content Management and Strategy Unit: Highlights the need for specialized
teams and coordination across departments.

3. Defining Content Marketing Goals: Involves setting clear, outcome-driven objectives for
content marketing aligned with organizational goals.
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4. Understanding the Audience: Stresses the importance of audience segmentation, personalization,
and cultural relevance.

5. ldentifying Audience Needs: Focuses on understanding both explicit and latent consumer needs
to tailor content effectively.

6. Generating Content Ideas and Topics: Entails brainstorming and classifying content themes and
selecting appropriate formats.

7. Managing Content Production: Includes developing a content calendar and producing high-
quality, engaging content aligned with brand values.

8. Managing Content Dissemination: Relates to selecting optimal channels, timing, and strategies
for content distribution.

9. Managing Customer Expectations and Experiences: Involves aligning content with service
delivery to enhance satisfaction and loyalty.

10. Gathering Feedback for Process Improvement: Covers methods for collecting and analyzing
consumer feedback to optimize content strategies.

The quantitative analysis confirmed the model's validity, with key metrics indicating a good fit:
Chi-square/df ratio of 1.73, RMSEA of 0.048, and CFI of 0.929. Path analysis revealed significant
relationships between the main components, demonstrating a coherent and integrated content marketing
process.

Discussion and Conclusion

The study provides a comprehensive content marketing model for the banking industry, addressing
a critical need for structured and strategic marketing practices. The findings suggest that understanding
the business environment and strategic planning are foundational to successful content marketing.
Establishing a dedicated content management unit ensures coordinated efforts and resource optimization.
Defining clear marketing goals facilitates alignment with organizational objectives, while audience
analysis enables targeted and culturally relevant content.

Moreover, content idea generation and management play pivotal roles in maintaining consumer
interest and engagement. Effective content dissemination requires careful channel selection and timing,
while managing customer expectations fosters loyalty and trust. Gathering feedback and iterating on
strategies is crucial for continuous improvement and staying relevant in a dynamic market environment.

This model can guide banks in leveraging content marketing to improve their market share,
customer engagement, and profitability. By adopting this approach, banks can transform marketing
practices and achieve sustainable growth. Future research could explore model customization for different
banking sectors or geographic markets to further refine and enhance the applicability of content marketing
strategies.



%

alxo <o lung

ot 35 g o Julxi g Ligd o e

VEY o0 VY )b o oal cdlyo
\f‘\“dlﬂ\“@)u)oawth‘ Y-V + asao F a)l.o.,.i'“v 0,99
VEY LT VY b yo ons asdydy

VEY LYY ol o oud i

YR -ARYY 1 (Ssg nSdl bl

2l sl 58 9 Jolpe p aaS B b (6,lasSl caxiuo )0 (glgizme b 515 Joo (&1

Tt ol F BT g, Lojde 0 Gl s

Ol el e oMol ol5T o8l ¢l s axly ¢ S 55L Cu pae 05,5 (5 5SS (saziils
(Ugime 005 33) -3l 2l eyl 5 e codlaol 03T o8l i jos axlg ¢ S5 )50 S e 09,5 Luiils Y

Ol el o gl Sl oKl ¢ o3 s ol (S 55k Cu s 09,5 Lsliwl Y

alirezarousta@yah00.Com :J g5 oddums g5 Juos I*

ouS>

i Sledo!

SISk o o lgze Dbk sl pine 5 S 9zl ail)l 5 (Hlb San b ol g i Sas
el o bl LooSBl (55105 5 53l ot S50t 4 S5 5 0 S, nl (st Gl pslaie 4 ol
Slezo3ls (6595 5l (A5 3 )3 03T 12l (o5 5 (A 5B 93 0 (S 5 Ojgor gl (nl il Ry
Cato laasis 5 SwalST 5,5 5 (29,5 e 5l diedan (5,Faigel ad eolizul Sl b 4l
Jol> amlas V0 plodil 5l g a5 <8l aclsl g ks glidl 4y o, B Gaos laduslas 5 ai plal (5 luSSL
Jebo5 (Gl 5 (5970 5l (6 )IITUS Al 5o a0 siepllias g petans poboty laalas 5l Jol> (laosls ys 5
oLl jgmma mil)lagS 8509, g ol ele o 5l eoliinl b edsliawods (oSl ¢ oS 515 40 .o
ghil pogie VAA Gl (o l3505 al> yo o saaidly .8 Sy Jow (ilenles 6l 55 e Sl g 0
Wy cll Jolis (Lol dlgho Vo Coles ;o 5 00,5 hiowd s TV 4y (55950 (5 0505 3, 5l as ol
O (Oleblre cLd dyizme (b Iik Slaal el dgiome adgi 5l 5 o e 92l sbml s pasli
9 SHUES! Cy poe g Ll Co pae diioe addg o e dgins £9090 5 ol e (bR slasls
g b balsie cpl bl 5 ol Jaw al ololis ol 3 sggn 99,6550 331 g (b yiie 4y o0
bl sl Sld 5 gl oT S aill 4 ol lagh i AT 00 S wnli 5 o)l (505 Al e
Joe ol s so @l Ll gl 1y cmsetio glaany] )b g Jolpe 48 0l e (g oS0l oo 43 ilsions

S SaS STl (5551050 5 3k e 352 9 (lime (23l slacs el (il Gl3El 4 Wlsi oo

‘5.L..:L.5 ‘J.J.o Y L;}f//l;j/.&;é Crlwo ‘u"/}"”“ u"é’)bb :alfjlg..\.,b‘

Ao £gi

ol iy

o ol g olcw! ogxs

OF )0 Lmlo T b s, oo Sloale
Caio ) glyize bl Joe (b
Dzl axgls s Jo e oSt L (g oSl
IV e el 5 by e
AY

B

Alio cpl L_zul 3si> olas VF-Y ©
Ao cpl Lzl el (B)odius s 4 laie

i b5 00 (CC BY 4.0y



https://www.dmbaj.com/
http://creativecommons.org/licenses/by/4.0
https://orcid.org/0009-0009-3360-8083
https://orcid.org/0009-0001-8981-4374
https://orcid.org/0009-0002-2497-6636
http://creativecommons.org/licenses/by/4.0
https://portal.issn.org/resource/ISSN/3041-8933

1l 9T 5 g Jolye 3 aaST b (ISl caxivo 10 lgsimo (13 Joo (> 15b m l

doddo

63545 50,0 (o il slaoles (et 5l Glsiee | L sl (6 laSil caio golal (o gla ity G et ) S
B e eaasS 5 6, GlcSil colled ¢ o sl ll bS5 S¥oloe o odmny st laallis 45 Cul, 2158l L eyl Slas
ul.m.}? mum&j)bb LSL‘aLQ" La wl...o 6[.&%9[...“ 6‘).‘>| La ;.\HSGA U")L 0)‘54@ L:a&l..s o)jsn JPQLS)JOJJ.JJLU‘)B)
(Gholami Afshar & Moradi Hazarvand, 2023; Moshtaghi, 2023) ses olasl sss 4 1) 1L Lol 51 g ias pies w55
Vinerean, ) ob byee lgisee Sb,l5L a6 a4 oL 51 asas S0 (lbls )l g Sledbl (5,5l 0, b 0gd o AL aied))l dnel>
ki 5 lbbre )b, esd e bl 5l s Gl 35 505 I e el it Lab g e a5 L lsiome e 5 03 L as (2017
550 ke 4 (Naseri, Norouzi, et al., 2017) ceul lagyl 4y jols 28T 5 arei))l slgime adgs G,k 5 jloldy b i 4 Loy
aable 5 Jalsy e b ol 4 gl i i 5 gt s o oL S 5 oalST il e Sl (Lol B
(Bastami et al., 2023; Karimi et al., 2023; Lou & Xie, 2021) ceul sin;ls o] 4 caio 5,59 cunS 12 a5 sz il o
Aily o a8 0gd oo b i b bl drvgd czge g 00,5 Coali |y 00iiS Brae (saw 3l iy Sl olgize b )lb Sadiee laame
Javani & Kahzadzed, 2022) 55,5 oo (55,8 Lial38l 4 yomie Sk

5wl lyime plbbie s olias 5 oz it s LlS 5 e 5T 8 a5 el GIIL 31 B, lsime Sl
Aodga L, SO 4 b ol e Jld) a4 Bus cpl b waiS o piiine g bl jeius Jige 4 cblbre g 3D (2,8 L el
(Gregoriades et al., 2021) ss 5 IS g S &l

Oty ol Gl jo plgize Sb L 0 el 00,8 e asin oyl b glgoe oL L Blaal 4 oliws 6l
Ol udled aals 5 xS g o8 4 Ll ol Jows b .(Bu et al,, 2021) el acsls Jluzus obyb ojem 50 501y o,
«Diachuk et al., 2019) 55 o adg (53le sLad 1o 9390 Sledbl § osls 5l crwy pz> « lyime 9iio SlaisS 05 (sl p
5 S skl 55 05 o0 a2 b 955l oo S oo onmlin wilgS o IS aile 955 cn iy pa aigS] Sl L pseke
Gonzalez et al., ) cool islblbre b lgimee bls )| coenl saims oLis a5 (Rahardja et al., 2019) o .5 o sl> ol (23 5 by 5o
(2021

bl ohg azgi ol CudsS b sl ()90 9,00l 5 aed e S T, geanS o 50 oL an T Sl it diime g
eeolio € glyie b Ll » g « lgzoe » a5 (KOSE & Sert, 2017) cul 135,55 b ,LL slos s, 5l 6 oloms 2 ddgtone oS
axg do jsbhiie 4 K1 5 aueds;,l ol &) ads il s e calloads 00938] &l 5 LIS g S Oluol 4 a5 wiie (gaos Lo
.Jefferson & Tanton, 2015) cus s> el (5 i

Jlo @ elSU3 sl bawgs plgioms I3l 51 Aiged i smd (alsime bl Mall o dennsge (5155 ool

2 LS o oy a5 Glallie 4 olgise ob,l5L ado, a5 sl oo o)lil 15 mlie (S 0 (Pulizzi, 2016) 55,5 o VYYY

!Benjamin Franklin
Bill Gates



m) VPt ol 0 losd pgum 0590 )1 g S Jdoxi g Ligy < pioto RULSE R

Qalgs Tgimme g 10 G5 5 cunS 00l 0,5 o i Wlie (pl 40 gl 1005 oy 0,5 &l Rl olioly lgimor ylgie L1AAP Lo
(Khusainova, 2015) s » ,I$,

S8 B Ailoads dex 55 g by pglas daaiiss dleaxjl olacdB 4y a5 cunl slaply 5 ol «ledbol 5| glacgoma' Igia"
Ol 5o aS el DbyIL 1 odg, " slgie b ,5L" (Alizaedeh & Nazapour Kashani, 2023) o, 1) 545 solaiwl o] 51 asilgn
Ban ol b S o it g obnl yeius (Jhge 4 dal b el eyl olgiore (g Lbbe 4 poliiws 5 ode jglatedy sl
lgime b,k s o )le & (AKhwan Alaf & Naseri, 2017) sgi oylojle gl (idussw ks, & Jows b iie Jleel a5
9% S oo (S Joles pas jo Lo wwl (gyie b ooaiile daly, sloul oS aned))l slgime o] jo a8 ol SbLlL wlbls)
A &S o S (Y V) ends g0 (Kaspar et al., 2019) ol ol a4 5, (oS Bras (po 10 o150 Slids jl oolatulaady
Cgte g odiiS 5 0 lgioe adgi 3,k 5l Jeaie bl [l s Baa b el (g0l ol pliwls SaSS S gt b 150
(Du Plessis, 2015) ol basls, ;o &y

09l 9=y 9 (9o (5,15 sladae g Loy )l ((nl 0920l 09h oo Dogumme (RIS o pie I (G 0592 2lgime (Lb)IL
Pl bazmo 5l 7)1 g )l 5 601,15 9,505, b 0z e ol slaae st o lai a5z ()T (Slyzl s sl edasar g I3k
ozl e 5 Caol bgi g duax gloje> alsime ob L Koo S,le 4 (Naseri, Norouzi, & Fahimnia, 2017) sileas 3l
aS ased oS 4 lgize ol ik iy yad a5 0,05 o lsie (Vo VO ile igh gull ciorad (ol odis &l ol slp b g zol>
(Hanninen, 2015) .09 o 030 Cgliie (63,50 S 1o 40 lgime Sb,l5b sanT 5 0,1 Sws aiS o iy yas 1) o]

SG 2 50 eiored fgais]y8 g sele slo g, U el 00gs o ALy y 0ol &S] sla o pliog weo s ylid Sldllas gy
Sole pls 5 Ul e SO o el oals Eely ol pl aS Wloo S Az gl £abge 4 alize slaacs I ] Kaegh ouls &3l sl Jow
Coio b bLs )| 0 aul> 56l ans oo lid olgixe o)k oje> 10 2,5 9 Al o g o cwlol D e aias &3l
g SV game &l gl L cobdbge jo o] Lidl 5 olgiome Sb,lL ggoge Candl a4 Jlai bl cpl 5l 00ss 55 @l (6, lasSL
leze b b sals 5651 aS sl ] ooy Lidgh phggoge Dlosl 10 3g2g0 Mg SIS olulis b (6,loSilb caro Sloas
Sloassle slosloing Gudod (ol gl o)l gabg0 Gros Judow g Colils 4y 5L el (pl a5 wyled a1l 5,5 15 o 1) Inadlte g olul don oS
D305 o0 ae (pl ;0 Dgd g ars bl gLl 4 5 00903 &) 09;-94,;310'- P PR

Sleslaiul jehaie oy el lade Jlaws el i JIL s 4 oliws a5 g S slad WS B Lylls o
(Alizadeh et al., 2020) ows, oo ,h5 4 (5550 b ytin & Slead 5 DY game Syme S olgime ob,l5b alex 5l g sloogds
@) Hoheds ol pl (Sl Cmio )3 lgie (2b1L 6 leaddie olulid gl (ol Baw 039> (nl (39 H9eby & 4295 L 59, (0l 5]

ol T e sl s S 6l el 25!

!Content is king
2Du Plessis
3 Hanninen

v
E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

el T8 g U0 52 05 b (5,3l caxioo 10 (limo (ol 13t Joa (o5 m’

OR93 (9

hos anz og;0nll 5 0ndiS peite loe Cuale b (598 Plaw Jol) (8L 55) 5 &Sz w03 990005 €5 5l (agh
69,529, @bl (S (o0 950 S el mISLL 5l g (al e ghy addd Al all e JSe gl 0 )5 ) Bze 395 g anils
Pl oad S5 RS g 4 @l B 9o 5l agh cul el (9,9 ol sl ey Sy o 53 9 0)I8 (US 4 5D (ol

SISk s 3 lgime (2b1L osX Al g gy o el Blod sl els (b 5wl oo oS (Hib a5 2S5 5o
tral el o0t ool azbly 5L dess Gaae arline §1 gl i 5 oo liio SLaST Conle 4 azgs b a0 solitl
5 (Llib S pde ( G 55h o pae 09> 50 celecin gac olKails wslul) alliils 5 s Jold &S (isu )0 s onl 5]
)5 (heass S o JBlax b (ages Laily) (Lolid)lS (b l5k GLelid IS sagos Laily) 5 (2l T3k 039> (o) (Slebos (B 25
il o D] aieban &g il Lol 5 4555 L 4 antly e abogs o 035> 5o 6l Al Jlo & Jila> 5 0|

65 goz g el ot ool (saml lale sl Lo E¥olee o g, 3 o] 5o oK litel cyas (sl 45 a8 36
o il 0yl 5 Slie ke 5 cond slusgy Lol Sl ol yu 51 e el el 5 anol o solicisl olidins sy 5 55 el 45 oSl

sy

AV was bl snigbaslas lyed wiedan Ojga g eldl Jol 4 azgi b )10 olass oy cpl (S 5B o

5 22l opd lejen Bl axlas ) L4 Ve oKl ode Cim gac 5 SalST 03 a5 8 5 o1yl 0,5 (B0l axlas
Daib oo 0yl (bl IS S jae )10 Ja5 8 5 (6,550 S ae Gyl Ha A o ol o il e SolST

TV Gsmme )I50S @b 5l g WS (olulid psgde VAA 5L (6 )IASS al> e j3 (28,5 )58 b5l 050 alas gl

ol ot ls i plul 1955 S 3805 51 ool by S csloools ulowisty 525 ol s 4y ol algiio Vo Colgs o 5 s

ol 00 4.‘:‘)1 \ Jj.\} ) sl.b<\.».‘>l.@o L)?’“A )l CM

V Jgue

Segi Aol slodlsds 5 (s 970 (slodlado ol olulis poalio

3b,ls s &7 (IS oS Sl 6138 o8
G -Cr B g S 5]l Sy aeliy g 5 5 s b
Cf - Cv Slkes asliyy 5 53 asliy
CA-CW B 5 S 059> y0 Slidos
Gy -Cvy B, slacg e calis
Of-Co by g gsie sloaass 4 5l e adsi 0 pal) 9 S e woly ol
Cys - Cv- Sl o g i ol Bl L
Cvy - Crf axly g b aass m Sioles ok
Cvo - CyA Sleme bl Blaal g aseie lgme 2yl Slaal (s
Cra - Cr) leee bk Slasl gan ol

Cyy - Cys oals (§ilw gased sl olblbre calis




)

VPt ol 0 losd pgum 0590 )1 g S Jdoxi g Ligy < pioto

RULSE R

Cry - Cfy
Csy - Cfo
Ces - CEFA
Cra —Co)\
Cov — Cod
Cos — Cav
CoA—Cs-
Csy — Coy
Csy — Cro
Css - Cv¥
Cv¥ — CYA
Cva — CAY
CAY — CAs
CAY — Cay
Cay-Cy-#
Cy.y—Cyyy
Chf—Civy
Cyvy —Cyys
Cyyy - Cyvo
Civr -0V F)
Cyey - CYFo
Cifr-Cifa
Cro- - Croy
Crov - Crof
Cron- Cror
Cray - Cyon
Cys- - Crs¥
Ciso - CyeA
Cyv. - Cy\YA
Civa - CVAY
CYAD - CYAA

SV S g Szl

&8, slagSl g S 3
olblre casd ledb|
Obbbre an (i

& yien anxlye LYo 4 5ls el
olbbe ol slasls

obblre ST slajls

obbbre yo LS sbx

5L (gany ol

Ego30 et 3 550 o
eosy| (guns ails

lypme Ceosb g B et

Gl 55l 5 sl

P IRWPNTE

SSS 5 SIS polie g pae
olblae 2T 5 Sledlol ]33l
S g sbewl, jo Igiome 0dgs
SLlib sleast

lgioeo Ll o 95

elis ailisy 5o La]

ooy 5 SLJUS & az g
&olre glad 5 eloixl glaass
aass sbals, o Ll

& oly g culs, ol

Cwds coiS b ol el ol
by s comlite 2j90

oy b Joles

Olbbe 5,18, Slsle Cde Coghs ¢ s
3,955k 3

Jelos g ajes

lgxome odgi Aol b Sguge

Olbbe slajls crmss

lgiome £5090 g oyl Cypupss

lgiore adgi o e

lgiore il o pae

& pin dg).?d3¢x1)Ua':;J| Copde

ool 9 99000 9 09530 351

5 odal ey Sledbljl loadlse g5 5 iy cpmtd g gz Sb,l5b Jow ads jslaie 4y oo sluld slhadlse o L

Al oolaiwl aslas jo HBauS &80 uzmes g p iome dlul Sl g 5 tegh lawsd ol S Sledbl (Ges sbaslas

oals Hlas )V JSS 0 6,IaSSl s o glgie b5 Jow &1 jelaie 4y ouls oLulis Lol sladlsis o bl ol X!

14

ol 00

E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

il sl 8 5 oo 51 a5 s (6,101 i 53 (qliono gty l3t Jbo 15 m)

Y Jses

Pl gy yo o )] by e

3303 S calis
W50y daliy

O, o o g ool

Igioxn dgi 3 el

O,

il 5l Shanl s
33953k 41 lgiona
U ity 3gest g

Sy W o e

WS 433280 g

shole Jelos jlond glzinl Jelse (oLl 5 2lg) anl 5 (aelitin )6 55 o3l Il Coslie (o) 0 S 2297 (005508 50

Joe e o S5 5l oolaznl b Colys 50 .l 00 03latl AMOS 1381 6 5 saliwg 4 jg5e uil )lgsS 0,505, L (CFA) sanls
el &8)5 8 ) 2 990 (sogte

Slul g plaaste bug gy 5 690 2l9) own 5l om 5 el OB )OS Glan 50 Al b Jlgw ¥ aslitn

Jger8 5l eolaiwl b aS il o e SGb o)l 5 (Shoe ol o g el Gl 5,5 YA+« Jols a5 (g lo] drsls 4 a>g5 b .0us 5 w0598

Dol Bl Y Jgaz 7,8 4y (Solal (5,5 diges Gull 5 a8 VIV slaad o] SS



m l V¥ o sle o)l cpgum 0593 U 9 caunsS i g bigy ko ohes 5 gilorlus

Y g

GRS S Sl
YA 0 BOA RIS S
FER PSR YV Vil ool )l SV pwlis 5 JEIR PN TERY EMazs
S8 YA YL 5 JLs 0) LYY b b F BER SR | W ST o O

19 0565 518 Jsed LB o 55 Joe gl slbasls B el o3¥ alols mls oogs a5 ole Ll Jow 0l cqz

] OM—‘ U—l )JOLO.A o‘)o.b LY oolazwl Sy94 leibua.?l.m Y J5u\>
¥ Jgu

ol Jlole JLlo slo Juo il slo o>l ol

odel Caway oo S it )l oY oles 00l oy p sl aslls
VY. (VAAY) [;IS% § je S Yl S v/ df) b1 a8l 5eSl S8

;o FA 0V Ken 5 ple Al S (RMBEA) 3yl p slas Slapo (puSSleo aia

+,A74 O o g <A e (CFI) &l aslie 30y

<,AY- 250 e d FI) oaislys o5l

VN 74 (V235) sseg )b g ol <Al e (GF1) oole 295w

<,AvF OV A)ELs, S CA A oo (ALPHA) J5 #lss,S slall

Sobiae (g kel Llod 4 095 45 Lo o 955 Gl o g aoliion py SYlguw o Jele )b ol aS sl flas gaulb Jule Judow
g ogllae mhaw ;0 FL3g,S Wl g Jow (o3lp slaasls s used 0,5 092y delidin p SVl 10 dd b B> 4 5L5 5 009
adlge g dolidwp a5 05 Jla5 bl g5 co o0 A0 Jleixl b g ool (5y5] gex sloesls s axgi b plplo o)l )18 solicwl LB
ol 51555 5 sl 3151 0T sk

oolaiwl b gadod 3l idu )y o ool adley gy g ol dole Judow SaST L (6,05 o1l il coslie gy 31 e
Mw‘OJJOMC)JaAULx:)B‘SW))JAJ]&M.AJ.Jm)‘

eiia diz Glajen 3B el a5 enges sl 1) el (ol a5 sl (5lal soizs sla by, 5l (S 6 bl Y sl (g5ludoe

Sl Holite (rren a3 0905 Jol> laebl Csllas (5515 5 (1992 s 5Tl 6 LSl Lailg; b 51 8 209 (o) 2 1) 50080 2

Lol 0ael T oz 50 Jowe o315
F oue

Rgf sespdo Jho Sl slo el il

GFI [FI CFI RMSEA xv/ df

A < APQ < APA <, 7f Y.YAA

E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

el T8 g U0 52 05 b (5,3l caxioo 10 (limo (ol 13t Joa (o5 m’

e ol V5l 58568 4 Y,YAA Lsolﬂ a0 4 90 G5 e iegh Joe j0 S oo cdalin T Joax 0 a5 jghilen
! A.ula Sy90 g ool uL..M.» |) @3}

w3 n oLt |y s 5 il calys el iz Jow Y ISs
Y s

o 3, Jliliw] ysno ylpd > 0 G ke

g
o
o

=]
w
2
2
]
(0]

]
]
&

-
@

] . @ (]
ts R
3\8
o/
B
N
®
B
B
=
._E_Emeaﬁ

®E

79 " il 81 B @
T4 73 =

Q13 @

e Ql4 @

38 46 <
o o ais

~
X}

o |
(™
Eoe
G
i
EE
3

Q39 1

Q41

73

53 '
W Q21

L}

Q34
= 67 o
Q35

90

s
®

BHEG® GOO®
® G\

36

@@I
7
13
®)

@
Q37 83 5B
Q38 48 e 31 m @

RMSEA=.064 15 10

IFI=.869 0

CFI=.868 | e W) et e o el @yt

GFI=.801 . "

72 73
X2/DF=2.288 63 75 72 74 .74 76
| Q33 | | Q32 | | Q31 | | Q30 ‘ | Q29 ‘ Q28

3&5&333533



m) VPt ol 0 losd pgum 0590 )1 g S Jdoxi g Ligy < pioto RULSE R

Lol o 0ols LaS O Jgaz 50 yue Judo 5l oolainl b guass sloans 8 gy 5l Jol> il
0 Jgu=

i (slods 8 ) ] Jol> gl

el (5 bl mhaw (CR il sl 3, lliw] s g JUo
2D 3l e 0,2¥4 - ¥Y lgioe adgi 0 pal) 5 o pae sl €= (g5, sl 5 )1 5 s sl
KRk e, P Yag-. < YY lgiome (2b 1L Blaal o «— oo adgi o pl) 5 Sy pae sl
RV cee oYY AR obblbe calis < lgme ob 5L Blaal s
A ol R \Atat - f7 obbbre ol oss — lble colis
Sl VLAY DAl ly5os £9o90 g ol (nd = Glblie slajls (s
a3 el oy f,a04 CAN lgoee Adgs Co e < lgiome £ao90 g ol s
KWIRW R 0,904 CA R lgizme Ll oy ¢ lgize ddgd o pae
ol b \ARIA < fA S i a2 g Sl laml Sy o — lgione licil Co o
A dwls oo AR AR MT)éowjo)}s}L);\s!(—6%44);&3&1)&51;;%)&&
KWIRW cyee AR YA lgima b,k Blaal s <= 0015 5900 5 9,95 50 35

&loline gl (yizren g oo i 1,48 (650 9> 5 (CR) Jlmw slao,lel jlade casS o alaxdo O Jgoz ;0 a5 jghilen
el w)..o 05.“‘59 A.ul) L{bw O J...:Ls “55’.5 as é; ).JQJ )LQ.lo‘ U‘}“Gc UJIJ‘L"’ ol 00U d..u.ul?ua ‘,‘a )‘ )...A.f j“-‘ Lbuyo)i
> 031l 4 1o pesito Sl yad e )0 3kl Gl il Ky il331 L 45 S5 g5 o Cansl o0l Cemndy s 38 byt (s il

g oo 3l i glaan b alS b g medlss o lailil Gl aals 5 luibial e

S Az g Sy

Gk oS 09 s0 003 )l (6 laSOL Caio 10 151,38 O jsods lgize ol l5L 5l eolainl g gt aidS Jlw s b o
aog 5 W ddgime (ol ll 0, )8 azxgis;se guz by oyly (nl S Casl oals el Igime adye g adg slhanie el g
S e a.,SL ol slaylil g asley 5l oslaiwl a Cas (5,55 50 s a8 s §9, (5,9L8 5l oolainl 5 0S5e

o ).J9A CSAlf L;o.gl)s 69§.” 43‘)‘ l.: as cuols UT » ‘) Lo WLAA 65§.” g_i: bj,u JL>U.~.C)¢ 9 @‘}.m ‘jb)‘)b 039> ml
pikis 395 a5 was o lis | (6 eSOl i sloili 5l cege Sy il iagh Ho eald &Sl Jaw e 1o dsel> (6,10SSL o (L )
25 dyrn SlasSl oane iy Shaly sl il sl o9 3 Sl gl S e ol il S5 kS
5 e gl il 5l gz slaJuw ST og ot () Kimgh sBws 4 axgi b Gglaie Jolie g elS &l 0591 duay ol 3l
oo led gl (2l 5o SeS sles S,

g 4alp oS oo S5 a5 098 oo 5T €,y sl g 15 g S CElr b olgie ol b anl)d sas a8l 350l 4 axgi b
B o sl pwl gal sl 55, anl g el izad 59l 0 Lal g st ) Slgie ob,l5L slaasl g Blual sl lacSSL
550 pgile (L aSlll j0 0gz g0 slauld; g 150 o3l L slals CBlis 0jex o Dladss il SIS g Slles 4l

I5tme Sl 53 £5ite slamass ,Silo Wtme g 5 0pmal, Cupite sy ol s ol | L3, plo b (26, Cuje 585

E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

el a8 5 U0 52 95 b (5,3l caxiun 10 (limo (ol 13t Joka (o5 m)

@ 55 peie dxly G 5l Coenl Ll ol jo all oo dad e sl aass b caslio ol Bl51 eolaiul b ol pud oSS o) (uioreng
Wy b5k Blaal o 058 o 0ols Hlis b idn ple 6,15 (silae 5l 6T ol 5 lsie (6,0 5 pid dgi a0l 3 (6 yunl) Cq
cge 5y S Glaal 5l Sl b lL Blaal Slaiis e ol el )5 Slgize oblL sl 51 L ol sl sas” Lo

ol S 50 gixe £33 Eage p Igiome adgi pllin (o bbb 5l e yo Sy iy wes e lid «lble ey
Ol Sledbl ulul 5 5l e gais (isw 5 lble Oledlbl aas ool iasl> Kn)8 9 (5,L8, gL sudsi slgixe Bollas
Ol 8 lgime Bl o @ o] Cal ) g Jae 45 09 co wimge Igimme 0gi 10 €Ll slasls el 0,5 1,8l Lamdle sl o
@ azg ol Ll Ol @18 5 bjls ulal b lgize asi 5 Casl Cusal b UL & () ydo anlye JY0 g ol el by
X508 oo Sl Glisle 5L 4 azg5 b o8l asl slgime ob,lL Glaal 51wl co suax slajls ol e g STl lajls
Coglgl (o lbbrs slajli olulid 51 s laize adgi jo ol pl 0 ccwl Gglate ()b i colo) mhw il 51 G 2 weas 0
syb S L s b oLyl el

LQQT)‘ ‘5....,.?:: 45..))L>‘5o U]J‘) ‘) Lo gﬁ.L.?u»g &Mul&ya}cj Lbod:‘)‘ d.CM w‘«‘jw ayoj.oe od..»‘ u.u.,..!» A 419-).4
iy Sl (gl lgizme oS | > cCanlgizes Ol 0595 o Lol idi el ~r°-.’.)5—|)° Ll zosroe 950 4 1) dwd oo g ygllas aS
5 cawbio Slool 5l oolatwl g o] (guis Caglgl  (gus atdoi 6 S8 (lig SLuST 3l oolainl paaz pl o adl s g Dglae Wl
Qg )0 0dd el g (atiee Al S 092y w0 o lis g gl Cu pae? el Cawdl bl galdST 85l 380 L]
3055 S 53 asbip b s yots B9 Tyt 055 (sl sl e sl ol (il s il (508l L Tsies s o oo Isina
g OleMbl iol3l jahaie 4 lgiome s g adgs YU (6 I8 STail collB b oaisS 6,5 1 9 <y eolozel Bl e )l ccaS b (glgiome
2 Wlg oo e byl Glaaal p plo g Sblb B g Jgame pee a3 > wlalp lgizee agh o5, oSSl Cao Sloas I bl 2T
Sl oads ganmle; asliy g el G bl el lgizes adgy aisl)d )0 e 9)l50 31 (So Clgiome jLizsl Co o 0,5 1,8 I s
oslaiwl Sl Hlulid deies yis ¢ (6,08 STynil gl canlin ailes,y 9 JUIS Gl 5 olulid ccanlin aile; 5 loj o lgimee Lac]
sl glaaSil jo ouls (6 )08 Ban lgizxe (5,105 S il caass sbrog,S 5 Bliol colatwl 8,90 LUy Baw yldoles Jawgs oo
ega (nl )3 a5 Sl 63)lge LB (L iie lp paads sbaals) jleslitul 5 (lblre b asilrgs Jolad bl g s3lre sLAS
255 B jges 5o Wilg o

5 oS ololld o> ) 095 )l i Ol Ul (3890 (oSSl el ool bl €5 y0ii 4 o g Ol el g pyae»
95 0498 Bl g e 65109 Sgne w5 i Dless sladinge 1alS (st ol mhaw (9 b 4 I (nl anlei e o o
1A sl canlicne (59,8 blas jo ouls a1l Cods g Jguammo b ol sadgy lgioms )0 (5t (gly 0ol ol Ol )il .00 )8 o b yiie
5 Jole SO pliiws el Caedl bl wiS oo gloiay 1) plgize 4z aS auilay Wb Loyl aSCsl g g8 aSeds LSS o5 90]

D ogl ais Sl o Cawlise Glyiie )L8, Slole Cugl g s Helate 4 lgte gl izmen g GLblre b jelies Ol



m) VPt ol 0 losd pgum 0590 )1 g S Jdoxi g Ligy < pioto RULSE R

SleiiSTy (o) g Oliml laolinl § baolgring (6,X0 9 (Lbbre b 48,k 50 Julss G sbnl pgas 10 b ol 3 05 59,5550
p....S bl.?u‘ \bw |5...7v.a J..Jﬁ.' Jﬁa) )\b l""“‘?”cs" QS'L'))‘ Cbl.u 9 .))P)Lv A}‘ )‘ B w‘ W) ;.\...]94 6‘3...790 L Lbui

2,5 )18 solaiwl 3550 35 )5 g S plo 4o oo)fsa Slgiiion 00l &1l Jow (6 preni 4y axgi L
&L ()l
2,10 3925 28l slal 455 d « pol> axdllas plol o
OB s g &5 Lo

20,5 Ll Gy A (B ann g (polod allie (pl (555 50

S (25190

el 03 5 Sule) B Jgol 5 (njloe (ooled (gl (nl el )

Loslo cadlid

o sl Jlo)l Coly (o5 Jgol Caley et g Jptas sdiansi jl Cenlss o O g0 50yl haghy 35 g Laosls

b o>
ol @il o ol ogh o

References

Akhwan Alaf, A., & Naseri, M. (2017). Reinventing Businesses Through Content Marketing. The Second National
Conference on Knowledge Management and Electronic Businesses with a Resistance Economy Approach,

Alizadeh, H., Kheiri, B., & Heydari, A. (2020). An Investigation of the Brand-Consumer Relationship Model Based On
Digital Marketing in the Hotel Industry. International Journal of Management, 11(8), 1075-1093.
https://doi.org/10.34218/1JM.11.8.2020.097

Alizaedeh, H., & Nazapour Kashani, H. (2023). An Empirical Study of Consumer-Brand Relationships in the Hospitality
Industry. Iranian Journal of Management Studies, 16(4), 857-872.
https://doi.org/10.22059/1JMS.2022.341453.675074

Bastami, H., Karimi, A., Hedayat Rasa, M., & Jahan, J. (2023). Designing the Development Model of Islamic Sports
Marketing in  Swimming Federation. Dynamic Management and Business Analysis, 2(3), 59-72.
https://doi.org/10.22034/dmbaj.2024.2022990.1021

Bu, Y., Parkinson, J., & Thaichon, P. (2021). Digital Content Marketing as a Catalyst for e&WOM in Food Tourism.
Australasian Marketing Journal, 29(2), 142-154. https://doi.org/10.1016/j.ausmj.2020.01.001

Diachuk, 1., Britchenko, I., & Bezpartochnyi, M. (2019). Content Marketing Model for Leading Web Content
Management. Advances in Social Science, Education and Humanities Research, 318, 119-126.
https://doi.org/10.2991/icseal-19.2019.21

Du Plessis, C. (2015). An Exploratory Analysis of Essential Elements of Content Marketing. Proceedings of the Second
European Conference on Social Media,

Gholami Afshar, M., & Moradi Hazarvand, E. (2023). The Impact of Consumer Associations with the Organization on
Brand Loyalty: Considering the Role of Consumer Perception (Case Study: Tehran Tejarat Bank). Dynamic
Management and Business Analysis, 2(3), 27-41. https://doi.org/10.22034/dmbaj.2024.2022123.1006

E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933
https://doi.org/10.34218/IJM.11.8.2020.097
https://doi.org/10.22059/IJMS.2022.341453.675074
https://doi.org/10.22034/dmbaj.2024.2022990.1021
https://doi.org/10.1016/j.ausmj.2020.01.001
https://doi.org/10.2991/icseal-19.2019.21
https://doi.org/10.22034/dmbaj.2024.2022123.1006

el T8 g U0 52 05 b (5,3l caxioo 10 (limo (ol 13t Joa (o5 m’

Gonzélez, E. M., Meyer, J. H., & Toldos, M. P. (2021). What Women Want? How Contextual Product Displays Influence
Women's  Online  Shopping  Behavior.  Journal of Business Research, 123, 625-641.
https://doi.org/10.1016/j.jbusres.2020.10.002

Gregoriades, A., Pampaka, M., Herodotou, H., & Christodoulou, E. (2021). Supporting Digital Content Marketing and
Messaging Through Topic Modelling and Decision Trees. Expert Systems with Applications, 184, 115546.
https://doi.org/10.1016/j.eswa.2021.115546

Hénninen, H. (2015). Perceptions of Content Marketing: Case Study on Finnish Companies. International Business and
Entrepreneurship University of Jyvaskyld]. https://jyx.jyu.fi/handle/123456789/46181?locale-attribute=en

Javani, V., & Kahzadzed, F. (2022). Pondering the Impact of Social Media Content Marketing on the Well-Being Health
of Sports Brand. Rasaneh, 32(4), 165-178. https://www:.sid.ir/paper/954646/fa

Jefferson, S., & Tanton, S. (2015). Valuable Content Marketing: How to Make Quality Content Your Key to Success.
Kogan Page Publishers. https://www.amazon.de/-/en/Sonja-Jefferson/dp/0749479345

Karimi, A., Jahan, J., & Yaghoubi Alamshiri, R. (2023). The Effect of Internet Marketing and Advertising on the Income
of Sports Venues (CASE Study: Damavand Sports Facilities). Dynamic Management and Business Analysis, 2(1),
18-25. https://doi.org/10.22034/dmbaj.2024.2025101.1026

Kaspar, K., Weber, S. L., & Wilbers, A. K. (2019). Personally Relevant Online Advertisements: Effects of Demographic
Targeting on  Visual Attention and Brand Evaluation. PLoS One, 14(2), €0212419.
https://doi.org/10.1371/journal.pone.0212419

Khusainova, D. (2015). Effectiveness of Content Marketing for Photographers Masaryk University]. Czech Republic.
https://is.muni.cz/th/w2ars/Effectiveness_of content_marketing_for_photographers_395778.pdf

Kose, U., & Sert, S. (2017). Improving Content Marketing Processes with the Approaches by Artificial Intelligence.
Ecoforum.
https://www.researchgate.net/publication/313037410_Improving_Content_Marketing_Processes_with_the Approa
ches_by_Atrtificial_Intelligence

Lou, C., & Xie, Q. (2021). Something Social, Something Entertaining? How Digital Content Marketing Augments
Consumer Experience and Brand Loyalty. International Journal of Advertising, 40, 376-402.
https://doi.org/10.1080/02650487.2020.1788311

Moshtaghi, P. (2023). The Effect of Customer Relationship Management Strategy on Customer Satisfaction According
to the Mediating Role of Innovation Capability in the Banking Industry. Dynamic Management and Business
Analysis, 1(1), 16-23. https://doi.org/10.22034/dmbaj.2024.2022129.1008

Muller, J., & Christandl, F. (2019). Content is King—But Who is the King of Kings? The Effect of Content Marketing,
Sponsored Content & User-Generated Content on Brand Responses. Computers in human Behavior, 96, 46-55.
https://doi.org/10.1016/j.chb.2019.02.006

Naseri, Z., Norouzi, A., & Fahimnia, F. (2017). A Comparative Study of Content Marketing Models in Terms of Stages
and Processes of Components. Academic Librarianship and Information Research, 1(52), 83-100.
https://journals.ut.ac.ir/article_69603.html

Naseri, Z., Norouzi, A., Fahimnia, F., & Manian, A. (2017). Content Marketing: Identify the Basic Components and
Dimensions to Provide a Conceptual Model. Theoretical and Applied Research in Information Science and Cognitive
Science, 7(1), 280-303. https://infosci.um.ac.ir/article_32217.html?lang=en

Pulizzi, J. (2016). The History of Content Marketing [Updated Infographic].
https://contentmarketinginstitute.com/articles/history-content-marketing/

Rahardja, U., Lutfiani, N., & Amelia, S. (2019). Creative Content Marketing in Scientific Publication Management in
Industrial Era 4.0. Aptisi Transactions on Management (Atm), 3(2), 168-177. https://doi.org/10.33050/atm.v3i2.991

Vinerean, S. (2017). Content Marketing Strategy. Definition, Objectives and Tactics. Expert Journal of Marketing, 5(2),
92-98. https://marketing.expertjournals.com/23446773-511/


https://doi.org/10.1016/j.jbusres.2020.10.002
https://doi.org/10.1016/j.eswa.2021.115546
https://jyx.jyu.fi/handle/123456789/46181?locale-attribute=en
https://www.sid.ir/paper/954646/fa
https://www.amazon.de/-/en/Sonja-Jefferson/dp/0749479345
https://doi.org/10.22034/dmbaj.2024.2025101.1026
https://doi.org/10.1371/journal.pone.0212419
https://is.muni.cz/th/w2ars/Effectiveness_of_content_marketing_for_photographers_395778.pdf
https://www.researchgate.net/publication/313037410_Improving_Content_Marketing_Processes_with_the_Approaches_by_Artificial_Intelligence
https://www.researchgate.net/publication/313037410_Improving_Content_Marketing_Processes_with_the_Approaches_by_Artificial_Intelligence
https://doi.org/10.1080/02650487.2020.1788311
https://doi.org/10.22034/dmbaj.2024.2022129.1008
https://doi.org/10.1016/j.chb.2019.02.006
https://journals.ut.ac.ir/article_69603.html
https://infosci.um.ac.ir/article_32217.html?lang=en
https://contentmarketinginstitute.com/articles/history-content-marketing/
https://doi.org/10.33050/atm.v3i2.991
https://marketing.expertjournals.com/23446773-511/

