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Content marketing is one of the widely used methods of digital marketing,
which has been very successful from a scientific and practical point of
view. The purpose of this study is to validate the role of content marketing
model in the development of tourism marketing based on digital marketing.
This study is a cross-sectional survey in terms of the method and time
period of data collection. The statistical population of the research includes
customers of online stores and online sales channels who have experience
in the field of digital marketing. The sample size was estimated to be 400
people and sampling was done by simple random method. Partial least
squares method and Smart PLS software were used to validate the content
marketing model. Content marketing indicators were also prioritized by
Swara method. The data collection tool is a questionnaire that was
validated by construct validity, convergent validity and divergent validity.
Also, using Cronbach's alpha and composite reliability, the reliability of the
guestionnaire was also evaluated. The results have shown that the digital
marketing strategy is an underlying factor that affects the content
marketing strategy. Also, the content marketing strategy itself affects the
knowledge management of consumers and the quality of service delivery
and development, and ultimately leads to customer conflict. Finally, by
creating brand value and increasing its competitiveness, consumers'
purchase intention can be increased.
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Extended Abstract

Introduction

Due to the great acceptance of content-providing
sites and channels by Internet users, content
marketing has become one of the most effective,
efficient, low-cost, and highly efficient methods
for attracting and retaining users. (Rezvani et al.,
2019). One of the main reasons for the
widespread and attractive nature of this field is
the expansion of data, information, and content
production by users and non-professionals, as
well as the increase in the level of virtual
knowledge and awareness of audiences, users,
customers, and consumers. Due to the increasing
development of communication and information
technologies, the expansion of access to
resources, data, and information, people have
gained a higher level of knowledge and
information. Therefore, it is not possible to easily
convince such a group of people through
advertising and audience and user transformation
techniques. Content marketing strategy meets
this need of users (Roshandel et al., 2016). This
strategy focuses on changing and improving
consumer behavior and converting them into
loyal customers and buyers through the
production of valuable content. In other words,
the key goal of content marketing is to raise
awareness and strengthen the brand, encourage
and convert potential customers into buyers or
loyal and passionate customers. Something that
every industry and business needs (Naseri et al.,
2017). In general, research shows that many
companies have entered the field of content
marketing and digital marketing has become a
new competitive arena for businesses. This is also
true in Iran and there is intense competition
between companies in this field. Digital
marketing provides companies with numerous
tools and opportunities to compete in this field, of
which content marketing is one of these tools.
Therefore, this study has examined the validation
of the content marketing model in the context of
digital marketing. For this purpose, by identifying
the effective factors in the content marketing
process and the pattern of their causal
relationships, a comprehensive model for using
content marketing to increase customer purchase
intention has been presented.

Methodology
The present study is an applied study that aims to
validate the content marketing model based on

digital marketing. In terms of the method and
time period of data collection, it is classified as a
survey-cross-sectional  study. The statistical
population includes customers of online stores
and online sales channels who have experience in
the field of digital marketing.

A sample of 400 people was selected using
simple random sampling. The main tool for
collecting research data is a questionnaire. The
research questionnaire includes eight main
constructs, which are: brand competitiveness,
brand value creation, customer engagement,
customer knowledge management, content
marketing, digital marketing, service quality, and
purchase intention. This questionnaire includes
37 specialized questions with a 5-point Likert
scale and three general questions including
gender, age, and level of education.

Construct validity (external model), convergent
validity (AVE), and divergent validity were used
to examine the validity of the questionnaire, the
results of which are presented in Table 3. Also,
the overall Cronbach's alpha of the questionnaire
was 0.912 in a preliminary study. The AVE value
for all variables should be greater than 0.5. To
calculate reliability, composite reliability (CR)
and Cronbach's alpha coefficient of each factor
were calculated. The composite reliability and
Cronbach's alpha of all dimensions must be
greater than 0.7 (Azar et al., 2019; (Hensler et al.,
2015). The HTMT criterion was used to assess
divergent validity. This criterion replaced the old
Fornell-Larker method. The permissible range of
this criterion is 0.85 to 0.9, meaning that if the
values of this criterion are less than 0.9, divergent
validity is acceptable (Hensler et al., 2015). The
results of questionnaire validation are presented
in the model validation section. The partial least
squares technique was used to test the research
hypotheses. This method includes two external
models (measurement) and internal models
(structural). The partial least squares method with
Smart PLS software was used to analyze the data
and test the research hypotheses. Finally, the
SWARA method was used to rank and determine
the importance of the indicators.

Results and discussion

In an age where people have learned to ignore
traditional ~ marketing  messages,  content
marketing focuses on delivering meaningful,
creative content to provide insight into the future
and help customers make informed decisions.
Successful content marketing can help customers
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cut through the marketing clutter, retaining
customers over the long term, impacting
customer retention, and ultimately changing the
bottom line for companies. Building a long-term
relationship with customers to maintain their
decision to continue using services and making
online purchases is an important component in
becoming a manager in the digital world. Given
the importance of this issue, this study has
examined the validation of the content marketing
model based on digital marketing.

Based on the results of the analyses and the values
of the standardized path coefficients and
significance coefficients, the first finding of this
study is that digital marketing strategy has a
positive effect and a high correlation coefficient
on content marketing strategy. This result is
consistent with the results of studies by Balts
(2015) and Wang et al. (2019). Also, based on the
values of the significance coefficients and
standardized coefficients, it was observed that the
content marketing strategy has an effect on the
knowledge management of consumers. This is
consistent with the results of the studies of
Mohammadi and Esmaeilpour (2017) and Nouhi
and Shakouri.(Y+9)

From a management perspective, the results
obtained from the test and interpretation of the
research hypotheses can be analyzed in such a
way that despite the impact of the content
marketing strategy on the quality of service
provision and development, steps should be taken
to specify the strategy and goals and gain
awareness of the rules and methods of content
marketing. This will improve the experience of
consumers interacting with product providers.
Also, the content and quality of the site, which
includes visual aspects such as site design, as well
as customer service and security and reassurance
issues for site visitors, plays a significant role in
attracting customers to the site and is considered
an external driving factor and an effective
motivation to increase customers' desire to revisit
sites that provide goods and services. Also, by
creating a positive experience and image in the
minds of customers, it leaves an effective step
towards  continuously  shaping  multiple
satisfactory experiences of revisiting the site in
the minds of customers. The aforementioned
results are consistent with the results of the
studies of Swizzak (2016) and Dalizel (2019). As
mentioned in previous studies, consumer
knowledge management has an impact on
customer engagement. This means that ensuring
the security of consumers' financial information

will lead to increased loyalty. This reality and the
effort to remain stable in the digital market are of
great importance for emerging businesses,
because for this particular form of business, there
has always been a fear and concern about not
building enough trust and, in addition, the lack of
forming a sense of satisfaction in the minds of
customers has been considered a kind of threat
that itself leads to future failures. The
aforementioned result is consistent with the
results of the study by Mohammadi and
Esmaeilpour (2017).

Conclusion

Based on the results obtained, it was
determined that the quality of service
provision and development affects customer
engagement. This important point, which was
also mentioned in the results of the study by
Printeis et al. (2019), includes the general
concept that based on understanding the
behavioral characteristics of consumers, value
creation can be achieved for them.

Also, given that customer engagement affects
brand competitiveness, it is suggested that
website managers in the digital environment
should be able to achieve their stated goals of
increasing profitability by offering different,
attractive, and educational products to
consumers and publishing their
advertisements at the right time and to a wide
range of users. The aforementioned result is
consistent with the results of studies (Thiago
and Versimo, 2014; Thakur, 2018; Rawson et
al., 2020).

The results of the analysis of the seven
research hypotheses showed that customer
engagement has an impact on creating brand
value. In this regard, it is suggested that by
increasing the recognition of individuals'
cognitive tendencies and granting consumers
the right to choose, steps should be taken to
shape the brand's social identity and thereby
create brand value. This is consistent with the
results of the studies of Rutter et al. (2018) and
Wang et al(2018).

According to the results of the eight research
hypotheses, brand competitiveness has an
impact on consumers' purchase intention. In
this regard, the aforementioned managers can
increase consumers' purchase intention by
recognizing the strengths and weaknesses of
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competitors and competition through the
production content of advertisements. The
results of this analysis are consistent with the
results of the studies (Moreira et al., 2017;
Foroudi et al., 2018; Liu et al., 2020).

Based on the results of the latest research
hypothesis, creating brand value has an impact
on consumers' purchase intention. Therefore,
in this regard, it is suggested that by increasing
brand awareness and personality among
virtual communities and target consumers, the
foundations for gaining consumer trust and
satisfaction are provided, and by changing the
consumer's mental structure and pushing it
towards purchasing, they can achieve their
desired goals in the digital environment. It
should be noted that the results of this analysis
are consistent with the results of the studies of
Song et al. (2017) and Cissere et al .(2018)
Based on the results of prioritizing the
research indicators, it was determined that the
indicator of awareness of content marketing
rules and methods is in the first priority. This
indicates the importance of managers'
awareness of content marketing rules and
standards in order to enter this field. Another
important indicator is the continuous
production of attractive and user-friendly
content, in which regard it is suggested that
the aforementioned managers can show good
performance by using marketing experts and
consultants in this field. Also, the importance
of creating, maintaining, and distributing
high-quality, well-designed content in digital
marketing is not hidden from experts in this
field, and this leads to creating value for
customers, which is the most important
strategic goal in marketing.
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