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Abstract

Purpose: This research paper aims to investigate the technical factors influencing content marketing
effectiveness in the B2C digital landscape, shedding light on strategies, challenges, and opportunities
for brands. We conducted a comprehensive literature analysis. In the B2C context, information quality
emerged as a cornerstone, impacting user trust and engagement. Tailoring information richness to
specific user needs proved pivotal for content marketing success. Establishing and maintaining
credibility in the digital realm is a formidable but essential challenge. Understanding the intrinsic need
for information in B2C interactions informed effective content strategies. This research provides
actionable insights for brands seeking to navigate and excel in the evolving world of online B2C
content marketing.
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1. Introduction

Content is king (Gates, 1996) 1251, But in the ever-evolving landscape of content marketing, a
pivotal question that demands attention is determining the preferred content types by
recipients (Miiller & Christandl, 2019) ¥/, As brands and marketers strive to create
impactful campaigns that resonate with their target audience, understanding the content
formats that garner the most engagement and receptivity becomes paramount. This academic
research aims to delve into the intricacies of recipient preferences in content marketing,
exploring the factors that influence their choices and the subsequent implications on
consumer behavior. According to the State of Content Marketing Report (2023) a well-
executed content marketing strategy can be a game-changer for businesses, leading to
increased brand awareness, greater customer engagement, and ultimately, a positive impact
on revenue generation. By consistently providing valuable and engaging content, businesses
can forge stronger connections with their audience and foster brand loyalty in the long run.

In the contemporary realm of commerce, the Business-to-Consumer (B2C) digital landscape
stands as an ever-evolving ecosystem where consumers wield unprecedented power (Ali and
llyas, 2016) B and brands navigate the intricacies of digital engagement. At the heart of this
dynamic arena lies content marketing, a strategic instrument that has emerged as a linchpin
for businesses aiming to forge meaningful connections with their consumer base. Content
marketing in the B2C context transcends conventional advertising and it serves as a conduit
for storytelling, education, and engagement. Yet, the true effectiveness of B2C content
marketing hinges not solely on creativity and storytelling finesse but also on a complex
interplay various factors.

This paper embarks on a mission to dissect and comprehend these factors, the underpinnings
of content marketing effectiveness within the B2C digital landscape. Within this exploration,
we navigate through the intricate labyrinth of information quality, information relevance,
information credibility, consumer information needs, digital content delivery mechanisms,
and user experience. Moreover, this paper extends its scrutiny to explore the strategies,
challenges, and opportunities that are intricately intertwined with the B2C content marketing.
In doing so, we recognize that the B2C digital landscape is a paradoxical terrain, where
brands must artfully balance creativity with precision, innovation with tradition, and trust-
building with data-driven insights. Here, content is not merely a message but a strategic
asset. Given the pivotal role of content marketing, this study delves into the multifaceted
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factors that shape its effectiveness. By reviewing existing
literature, this study seeks to synthesize and integrate
findings to provide a comprehensive understanding of the
factors that influence content marketing for B2C market.
Further the paper also aims to provide a conceptual
framework in this respect

By shedding light on the underlying mechanisms of content
marketing and its organizational implications, this research
paper intends to contribute to the existing body of
knowledge on content marketing and provide valuable
insights for practitioners and leaders seeking to harness its
full potential in B2C interactions that empowers brands,
ultimately leading to improved organizational effectiveness
and sustained success.

2. Literature Review

This comprehensive literature review focuses on the
research conducted on content marketing. Pulizzi and
Barrett (2008, p. 8) defined content marketing as “the
creation and distribution of educational and/or compelling
content in multiple formats to attract and/or retain
customers”. Content marketing is a strategic marketing
tactic concentrated on crafting and disseminating valuable,
pertinent, and consistent content with the goal of captivating
and retaining a precisely defined audience, ultimately
driving profitable customer engagement ((Content
Marketing Institute, 2017). Digital content marketing
involves the strategic process of recognizing, foreseeing,
and meeting customer needs efficiently within the realm of
digital content. This encompasses bit-based assets
disseminated via electronic channels (Ali and llyas, 2016)
BB, This review aims to summarize key factors influencing
content marketing (Fig 1) for brand success.

2.1 Influence of Quality of Information on Content
Marketing

In an era of information overload, the quality of content
plays a pivotal role in its effectiveness. The quality of
information provided in the study determines the
effectiveness of content marketing. It’s one of the essential
requisite in content marketing. In online content, where the
spread of word of mouth is too fast, the quality of content
can increase or decrease a platform’s worth. The
information provided on the brand’s platform positions
brands as industry authorities (Brennan and Croft, 2012) [,
It primarily serves as an educational tool, disseminating
knowledge and helping audiences make informed decisions
(Lieb, 2012) ™. However, only quality information will
result into effective content marketing. Quality information
enhances the credibility of content (Wathen and Burkell,
2002) 2, Credibility is vital for building trust with the
audience, a foundational element for content marketing
success (Hajli, et al., 2015) 28, High-quality content is
perceived as reliable and trustworthy by consumers. Well-
researched, informative content also stimulates audience
engagement (Xu et al., 2021) ®°, Engaged audiences are
more likely to interact with content, share it on social
platforms, and become brand advocates (Kilgour, Sasser and
Larke, 2015) [36],
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Further, Search engines favor high-quality content (Berman
and Katona, 2013) [ Content that provides value and
information ranks better in search engine results, resulting in
increased organic traffic (Baye et al., 2018) 8],

Informed prospects are more likely to convert (Levitt and
Syverson, 2008) 2. High-quality content that addresses
consumer needs and offers solutions can lead to higher
conversion rates (Sonawane and Khang, 2023) 4. High-
quality content has enduring value (Baltes, 2015) [, |t
continues to attract and engage audiences over time,
providing a sustainable return on investment (Das, 2021)
(181 Accurate and valuable content enhances brand
reputation (Yang et al, 2017) [8  Conversely,
misinformation or low-quality content can harm a brand's
image (Suchet and de Moerloose, 2019). Consistent delivery
of quality content builds audience loyalty (Baltes, 2015) ©1,
When audiences perceive a brand as a reliable source of
valuable information, they are more likely to become loyal
customers and brand advocates (Al-Abdallah, Dandis and
Al Haj Eid, (2022) [,

The quality of information significantly influences content
marketing  success. High-quality content enhances
credibility, fosters audience engagement, improves SEO
performance, educates audiences, boosts conversion rates,
and builds long-term brand value. In contrast, low-quality
content risks damaging brand reputation and failing to
engage or convert audiences.

2.2 Understanding the Cyber culture effect

Cyber culture refers to the cultural practices, norms,
behaviors, and values that have emerged within the context
of digital technologies, particularly the internet.As the
digital realm shapes human behavior and communication, it
significantly impacts how businesses create, distribute, and
engage with content. The rise of cyber culture has
fundamentally altered consumer behavior (Xiang, Magnini
and Fesenmaier, 2015) [4, Consumers now expect
personalized and interactive content experiences tailored to
their individual preferences. Brands must adapt their content
strategies to meet these evolving expectations, emphasizing
personalization, interactivity, and user-generated content
(Soylemez, 2021) 51, Cyber culture has encouraged user-
generated content as a powerful marketing tool (Gabelaia,
2022) [, Consumers participate actively in content
creation, sharing their experiences, reviews, and opinions.
Brands leverage user-generated content to foster
authenticity and build trust (Ozuem, 2023) 8],

Visual content including images and videos, reigns supreme
in cyber culture (Durmus, 2021) [0 Platforms like
Instagram, YouTube, and TikTok thrive on visual
storytelling. Brands must prioritize visual content strategies
to stay relevant and engage audiences effectively (Balliett,
2020) Bl Mobile devices have become integral to cyber
culture (Teixeira, 2017) B8, Micro-moments, where users
turn to their smartphones for instant information, have
redefined content marketing. Brands must optimize content
for mobile devices, focusing on concise, informative, and
easily digestible content (Chaffey and Smith, 2022) [14],
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Fig 1: Factors influencing Content Marketing Effectiveness

The data-rich environment of cyber culture empowers
content marketers (Troilo, Luca and Guenzi, (2017) B,
Utilizing analytics and data-driven insights, brands can
refine content strategies, track engagement, and measure
ROI with precision (Wegener and Sinha, 2013) €31, In other
words, content provided by the brands should be laid on
data backed insights. The omnipresence of cyber culture
raises ethical concerns (Kramer, 2015) [ . Content
marketing must navigate issues of data privacy,
transparency, and responsible data usage to maintain
consumer trust (Ajina, 2019) ™. In the process of provided
the content the creator and the brand should not forget the
ethical issues and follow the ethically accepted practices
only.

Cyber culture is reshaping content marketing in profound
ways. From shifting consumer behavior to emphasizing
real-time engagement, user-generated content, visual
dominance, and mobile optimization, it demands a dynamic
and responsive approach. Content marketers must harness
data-driven insights while navigating ethical considerations
to effectively engage with the ever-evolving cyber culture.
As this culture continues to evolve, content marketing
strategies will need to evolve in tandem to remain impactful
and relevant in the digital age. Further research can delve
into specific strategies and best practices for content
marketers within the cyber cultural landscape.

2.3 Relationship between visualization and content
marketing effectiveness
Content marketing has evolved significantly in the digital

age, with a growing emphasis on the use of visualization -
such as images, videos, infographics, and interactive
graphics - to engage audiences. Research consistently
indicates that visual content garners more attention and
engagement compared to text-based content (Moran,
Muzellec, and Johnson, 2020; Hellberg, 2015; Li and Xie,
2020) [6. 28 431 Vijsuals are more likely to be shared on
social media, thereby increasing the reach of content (Li and
Xie, 2020) ™I, These findings underscore the role of
visualization in attracting and retaining the audience's
interest. Additionally, visuals facilitate better information
retention and comprehension (Chun and Plass, 1996) [2€],
Complex ideas or data can be simplified and communicated
effectively through visuals (Smiciklas, 2012) B2, This
enhances the educational aspect of content marketing,
making it more informative and persuasive. Visual content
has the power to evoke emotions and create a stronger
connection with the audience (Kujur and Singh, 2020) .
This emotional engagement can lead to higher brand recall
and positive associations (Heath 2009) 1. Visual
storytelling, in particular, enables brands to convey
narratives that resonate with consumers on a deeper level
(Dessart and Pitardi, 2019) 1, Visual elements can improve
a webpage's SEO performance (Zhao, Lu and Duan, 2009)
[67]

Images, videos, and infographics provide opportunities for
keyword optimization and can attract more organic traffic
from search engines (Hoque et al., 2018) 4, Visual content
is more likely to be shared on social media platforms
(Manic, 2015) 3. The visual appeal of content increases its
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potential to go viral, extending its reach and impact (Bene,
2017) Bl As mobile usage surges, visuals are particularly
effective in capturing the attention of on-the-go consumers.
Mobile-responsive visual content is essential for reaching
and engaging this audience (Phalen and Ducey, 2012) [,
Interactive visual content, such as quizzes, interactive
infographics, and 360-degree videos, can further enhance
content marketing effectiveness (Zhao, Lu and Duan, 2009;
Feng, 2018) [67.21],

Interactivity engages users actively; creating memorable
experiences. Visual elements enhance engagement,
information retention, emotional impact, SEO, and social
sharing. They are particularly well-suited to the mobile-
centric digital landscape. Interactive visual content takes
engagement to the next level. To succeed in content
marketing today, it is imperative for businesses to harness
the power of visualization in their strategies, recognizing its
pivotal role in engaging and persuading the modern
audience. Further research can delve into specific types of
visual content, their impact on different industries, and the
most effective strategies for integrating visuals into content
marketing campaigns.

2.4 Consumer Attitude and content
effectiveness

Consumer attitudes not only shape how individuals perceive
content but also influence their engagement, brand loyalty,
and purchase decisions.Research suggests that consumer
attitudes significantly impact their perception of content
relevance (Gaber, Wright and Kooli, 2019) 4. When
content aligns with consumers' beliefs, values, and interests,
it is more likely to be viewed favorably and engaged with
(PSyry et al., 2021) 1%, Consumer attitudes are closely tied
to emotional engagement with content (Kotler, 2017) .,
Content that elicits positive emotions aligns with favorable
attitudes toward brands (Chiu, Hsieh and Kuo, 2012) 3],
Emotional branding through storytelling and visual content
enhances brand affinity (Kim and Sullivan, 2019; Wang,
Lai, Lu and Liu, 2023) B7.611,

Trust is integral to the success of content marketing (Kee
and Yazdanifard, 2015) 34, Consumers are more likely to
trust content from sources or brands that they have a
positive attitude towards (Hennig-Thurau et al., 2010) 2],
Positive consumer attitudes drive content sharing and
virality (Berger and Milkman, 2012) [Fl. Content that
resonates with consumers' beliefs and values is more likely
to be shared within their social network. This organic
sharing amplifies content reach. Consumer attitudes shape
conversion intent. Content that positively influences
attitudes can lead to a stronger intent to make a purchase or
take a desired action (Hutter et al., 2013) 2. Consumer
attitudes serve as precursors to conversion behavior.
Personalized content, tailored to individual preferences and
attitudes, is more effective (Kalyanaraman and Sundar,
2006) ¥, The Content developed on the basis of
understanding of consumers' attitudes can deepen their
engagement and trust (Bowden, 2009) (14,

Consumer attitudes exert a profound influence on content
marketing effectiveness. Attitudes impact content relevance,
emotional engagement, trustworthiness, sharing behavior,
conversion intent, and the effectiveness of personalization.
Brands must diligently assess and understand consumer
attitudes to create content that resonates with their target
audience. Effective content marketing strategies should be

marketing

https://www.allcommercejournal.com

designed to align with and positively influence consumer
attitudes, ultimately driving engagement, loyalty, and
conversion. Further research can explore the dynamics of
consumer attitudes in different industry contexts, the role of
social influence in shaping attitudes towards content, and
the use of data analytics to better understand and cater to
consumer attitudes in content marketing strategies.

25 Brand Persona and effectiveness of content
marketing

Persona stands as one of the methodologies employed to
comprehend and portray the audience (Alsaadi and
Alahmadi, 2022) . This tool is employed to acquire a
deeper understanding of the audience's identity and to
ascertain  effective methods for representing and
comprehending them.Brand Persona serves as a detailed
portrayal of the brand's identity, typically achieved by
fashioning a fictional or semi-fictional character that
encapsulates the brand's values, voice, and distinctive
qualities (Herskovitz and Crystal, 2010) B9, It plays a
pivotal role in shaping how a brand connects with its
audience and how its messaging is perceived. Consistency
and Cohesion: A well-defined brand persona ensures that all
content produced by the brand maintains a consistent tone,
style, and voice. This cohesiveness enhances brand
recognition and fosters trust among the audience (Keller and
Kotler, 2005) [,

A brand persona humanizes the brand (Fleck, Michel and
Zeitoun, 2014) 221 making it more relatable to consumers.
This emotional connection can lead to stronger brand
loyalty as customers develop a deeper attachment to the
brand's persona. Brand personas help tailor content to
specific audience segments. Different personas can be
created to resonate with diverse customer groups, enabling
personalized content (Stinnett, Hardy and Waters, 2013) [56]
that speaks directly to their interests and needs. Brand
personas provide a central character around which
compelling stories and narratives can revolve. Effective
storytelling is a powerful tool in content marketing for
engaging and captivating audiences. They guide content
creators in generating ideas, topics, and themes that align
with the brand's persona. This ensures that the content
remains relevant and engaging for the intended audience. A
brand persona can inspire a wide range of content types,
from blog posts and social media updates to videos and
podcasts. It provides a framework for creativity within the
brand's established identity. When a brand persona is
consistently portrayed, it builds trust with the audience.
Consumers appreciate authenticity, and a well-crafted
persona can convey this authenticity effectively.

In a crowded market, a unique and well-defined brand
persona can set a brand apart from competitors. It helps
consumers remember the brand and its distinctive
personality. A relatable brand persona can encourage
consumer engagement, such as likes, shares, comments, and
participation in brand-related activities. Over time, a brand
persona contributes to long-term brand building. It helps the
brand establish a distinct identity that consumers recognize
and trust (Stinnett, Hardy and Waters, 2013) B8 |In
conclusion, a thoughtfully crafted brand persona is a
cornerstone of effective content marketing (Busche, 2017)
(331 It ensures that content remains true to the brand's
identity, resonates with the target audience, and contributes
to building a strong and enduring brand presence.The
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utilization of an audience persona serves as a potent
instrument for comprehending the attributes and requisites
of a designated audience (Kopacz, 2021) [69,

3. Implication of the Study

This research contributes to the theoretical foundation of
content marketing by providing a comprehensive
understanding of the factors influencing effectiveness within
the B2C digital landscape. It expands the existing body of
knowledge, offering new insights into the intricacies of
content marketing strategies and their impact on consumer
engagement. Further, the study sheds light on consumer
behavior in response to content marketing efforts, deepening
our theoretical comprehension of how consumers interact
with digital content. It enriches our understanding of the
cognitive and emotional processes that drive consumer
engagement with B2C content. The research offers a
conceptual framework that encompasses the key factors
influencing B2C content marketing effectiveness. This
framework can serve as a theoretical model for future
studies and provide a foundation for further academic
exploration in this field.

The research also provides practical implications. Brands
can use the findings to refine their content marketing
strategies. Understanding the factors that drive effectiveness
allows for more targeted content creation, distribution, and
engagement tactics, ultimately improving the impact of
marketing campaigns. By identifying the factors that matter
most in B2C content marketing, businesses can allocate
resources more efficiently. This includes budget allocation,
talent acquisition, and technology investments, ensuring a
higher return on investment (ROI). Practical insights from
this study can help brands create content that resonates with
consumers on a deeper level. Improved engagement can
lead to higher brand loyalty, increased customer retention,
and amplified word-of-mouth marketing. Utilizing the
insights provided in the current study, companies can gain a
competitive advantage in the crowded B2C digital
landscape. Effective content marketing can set them apart
from competitors and lead to increased market share.

4. Future Research Directions

While the reviewed literature has provided valuable insights
into content marketing, there are several areas that warrant
further investigation.First, since artificial intelligence has
penetrated deeply in different fields, it has also impacted
content marketing. Therefore, it will be interesting to
examine the role of Al-powered personalization in B2C
content marketing. Future researchers can assess how Al
algorithms can analyse user data and behaviour to deliver
tailored content experiences, potentially improving user
engagement and conversion rates. Second, researchers can
investigate the adoption and effectiveness of emerging
content distribution channels within B2C marketing.
Explore how voice search, chatbots, and virtual events are
utilized by B2C brands to reach and engage their target
audiences. The insights on unique challenges and
opportunities associated with these channels will be an
useful addition to the literature. Further, more work is
required to determine which industries or contexts benefit
most from these emerging technologies and identify best
practices for implementation.

Third, since most of the brands aims at expanding the
market to the globe, understanding of cross cultural content
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marketing plays a significant role. In-depth studies on how
cultural factors influence content preferences in different
regions can be conducted. Future researchers can examine
how B2C brands can adapt their content marketing
strategies to resonate with diverse cultural backgrounds. The
role of translation, localization, and cultural sensitivity in
cross-cultural content marketing can also be explored.
Lastly, researchers can investigate the ethical implications
of content marketing practices, particularly in B2C settings.
The issues pertaining to data privacy, transparency, and the
responsible use of customer information can be explored.
So, future endeavours can be made to address the following
research questions:

RQ 1: How does the integration of Al-powered
personalization  impact B2C  content  marketing
effectiveness, particularly in terms of user engagement and
conversion rates?

RQ 2: What are the key Al algorithms and data analytics
techniques that B2C brands can employ to enhance content
personalization, and how do these strategies differ across
industries and target audiences?

RQ 3: What is the level of adoption and effectiveness of
emerging content distribution channels, such as voice
search, chatbots, and virtual events, in B2C marketing, and
how do these channels influence audience engagement and
brand reach?

RQ 4. How do -cultural factors influence content
preferences in various regions, and what are the cultural
nuances that impact the effectiveness of B2C content
marketing strategies?

RQ 5: What are the strategies and approaches that B2C
brands can employ to adapt their content marketing efforts
to resonate with diverse cultural backgrounds, including the
role of translation, localization, and cultural sensitivity in
cross-cultural content marketing?

RQ 6: What are the ethical considerations and implications
of content marketing practices in the B2C context,
particularly concerning issues related to data privacy,
transparency, and responsible customer information usage?

RQ 7: How can B2C brands navigate and address ethical
concerns while maintaining effective content marketing
strategies, and what are the potential impacts on brand trust
and customer relationships?

5. Conclusion

In conclusion, our research has delved into the intricate
realm of content marketing in the digital age, specifically
within the context of B2C interactions. We've examined a
multitude of facets, including strategies, challenges,
opportunities, and the evolving landscape in which brands
operates. The findings underscore the pivotal importance of
several key factors. Information quality emerged as a
cornerstone, underlining its significance in establishing trust
and fostering user engagement. Tailoring information
richness to specific B2C user needs emerged as a key driver
of content marketing effectiveness. Credibility, a formidable
challenge, proved to be an essential element in the digital
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domain. Understanding the intrinsic need for information

within

B2C interactions informed effective content

strategies, demonstrating the power of user-centric content
creation. Additionally, we emphasized the influence of
online process simplicity and website layout design on user
engagement and content consumption. In essence, this
research not only sheds light on the current state of B2C
content marketing but also paves the way for future
investigations and innovations, enabling brands to navigate
and excel in the complex and exciting world of online B2C
content marketing.

References

1.

10.

11.

12.

13.

14.

Ajina AS. The role of content marketing in enhancing
customer loyalty: an empirical study on private
hospitals in Saudi Arabia. Innovative
Marketing. 2019;15(3):71-84.

Al-Abdallah GM, Dandis AO, Al Haj Eid MB. The
impact of Instagram utilization on brand management:
an empirical study on the restaurants sector in
Beirut. Journal of Foodservice Business Research;
€2022. p. 1-33.

Ali M, llyas M. Impact of consumer centric marketing
mix elements on consumer buying behavior; an
empirical investigation in context of fmcg industry of
Pakistan. Arabian Journal of Business and Management
Review (Kuwait Chapter). 2016;5(5):30-42.

Alsaadi B, Alahmadi D. Audience-Centered Approach
for Health Communication over Social Media during
Pandemic: Persona Template Based on Delphi
Technique. International Journal of Human—-Computer
Interaction; c2022. p. 1-13.

Balliett A. Killer visual strategies: Engage any
audience, improve comprehension, and get amazing
results using visual communication. John Wiley &
Sons; ¢2020.

Baltes LP. Content marketing-the fundamental tool of
digital marketing. Bulletin of the Transilvania
University of Brasov. Series V: Economic Sciences;
c2015. p. 111-118.

Baye MR, De los Santos B, Wildenbeest MR. Search
engine optimization: what drives organic traffic to retail
sites?. Journal of Economics &  Management
Strategy. 2016;25(1):6-31.

Bene M. Go viral on the Facebook! Interactions
between candidates and followers on Facebook during
the Hungarian general election campaign of
2014. Information, Communication &  Society.
2017;20(4):513-529.

Berger J, Milkman KL. What makes online content
viral? Journal of marketing research. 2012;49(2):192-
205.

Berman R, Katona Z. The role of search engine
optimization in search marketing. Marketing
Science. 2013;32(4):644-651.

Bowden JLH. The process of customer engagement: A
conceptual framework. Journal of marketing theory and
practice. 2009;17(1):63-74.

Brennan R, Croft R. The use of social media in B2B
marketing and branding: An exploratory study. Journal
of customer behaviour. 2012;11(2):101-115.

Busche L. Powering content: building a nonstop content
marketing machine. O'Reilly Media, Inc; c2017.
Chaffey D, Smith PR. Digital marketing excellence:

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

217.

28.

29.

30.

31

~ 248 ~

https://www.allcommercejournal.com

planning, optimizing and integrating online marketing.
Taylor & Francis; ¢2022.

Chiu HC, Hsieh YC, Kuo YC. How to align your brand
stories with your products. Journal of retailing.
2012;88(2):262-275.

Chun DM, Plass JL. Facilitating reading comprehension
with multimedia. System. 1996;24(4):503-519.

Content Marketing Institute. What is content
marketing?  [online];  ¢2017.  Available at:
www.contentmarketinginstitute.com/what-is-content-
marketing

Das S. A systematic study of integrated marketing
communication and content management system for
millennial consumers.In Innovations in digital branding
and content marketing. 1GI Global; c2021. p. 91-112.
Dessart L, Pitardi V. How stories generate consumer
engagement: An exploratory study. Journal of business
research. 2019;104:183-195.

Durmus K. The Impact of Cyber Culture on New Media
Consumers. Security Issues and Privacy Concerns in
Industry 4.0 Applications; c2021. p. 229-247.

Feng Y. Facilitator or inhibitor?The use of 360-degree
videos for immersive brand storytelling. Journal of
Interactive Advertising. 2018;18(1):28-42.

Fleck N, Michel G, Zeitoun V. Brand personification
through the use of spokespeople: An exploratory study
of ordinary employees, CEOs, and celebrities featured
in advertising. Psychology & marketing.
2014;31(1):84-92.

Gabelaia I. The Impact of User-Generated Content on
Customer Purchase Intentions of Online Shoppers.
In International Conference on Reliability and Statistics
in Transportation and Communication. Cham: Springer
International Publishing; c2022. p. 437-449.

Gaber HR, Wright LT, Kooli K. Consumer attitudes
towards Instagram advertisements in Egypt: The role of
the perceived advertising value and
personalization. Cogent Business & Management.
2019;6(1):1618431.

Gates B. Content is King by Bill Gates; ¢1996.
Retrieved from: https://www. craigbailey.net/content-
is-king-by-bill-gates/, Accessed date: 11 November
2018

Hajli MN, Sims J, Featherman M, Love PE.Credibility
of information in online communities. Journal of
Strategic Marketing. 2015;23(3):238-253.

Heath R. Emotional engagement: How television builds
big brands at low attention. Journal of advertising
research. 2009;49(1):62-73.

Hellberg M. Visual Brand Communication on
Instagram: A study on consumer engagement. Hanken
School of Economics; c2015. p. 6-80.

Hennig-Thurau T, Malthouse EC, Friege C, Gensler S,
Lobschat L, Rangaswamy A, et al. The impact of new
media on customer relationships. Journal of service
research. 2010;13(3):311-330.

Herskovitz S, Crystal M. The essential brand persona:
storytelling and branding. Journal of business
strategy. 2010;31(3):21-28.

Hoque M, Alsadoon A, Maag A, Prasad PWC,
Elchouemi A. Comprehensive  Search  Engine
Optimization Model for Commercial Websites:
Surgeon's Website in Sydney. J Softw. 2018;13(1):43-
56.


https://www.allcommercejournal.com/

Asian Journal of Management and Commerce

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42,

43.

44,

45.

46.

47.

48.

Hutter K, Hautz J, Dennhardt S, Fuller J. The impact of
user interactions in social media on brand awareness
and purchase intention: the case of MINI on
Facebook. Journal of product & brand management.
2013;22(5/6):342-351.

Kalyanaraman S, Sundar SS. The psychological appeal
of personalized content in web portals; Does
customization affect attitudes and behavior? Journal of
Communication. 2006;56(1):110-132.

Kee AWA, Yazdanifard R.The Review of Content
Marketing as a New Trend in Marketing
Practices. International ~ Journal of Management,
Accounting & Economics. 2015, 2(9).
Keller KL, Kotler P. 12 Branding
rms. Handbook of business-to-business
€2005. p. 208-225.

Kilgour M, Sasser SL, Larke R. The social media
transformation  process:  curating content into
strategy. Corporate Communications: An International
Journal. 2015;20(3):326-343.

Kim YK, Sullivan P. Emotional branding speaks to
consumers’ heart: the case of fashion brands. Fashion
and textiles. 2019;6(1):1-16.

Kopacz MA. Who is Julia? Teaching audience analysis
through  the concept of audience persona.
Communication Teacher. 2022;36(2):146-152.

Kotler P. Philip Kotler: some of my adventures in
marketing. Journal of Historical Research in Marketing.
2017;9(2):203-208.

Kramer R. Cyberculture and Ethics in Generation A
and Super Sad True Love Story. In The (Un) Certain
Future of Empathy in Posthumanism, Cyberculture and
Science Fiction. Brill; c2015. p. 41-53.

Kujur F, Singh S. Visual communication and
consumer-brand relationship on social networking sites-
uses & gratifications theory perspective. Journal of
theoretical and applied electronic  commerce
research. 2020;15(1):30-47.

Levitt SD, Syverson C. Market distortions when agents
are better informed: The value of information in real
estate transactions. The Review of Economics and
Statistics. 2008;90(4):599-611.

Li Y, Xie Y. Is a picture worth a thousand words? An
empirical study of image content and social media
engagement. Journal of  Marketing Research.
2020;57(1):1-19.

Lieb R. Content marketing: Think like a publisher-How
to use content to market online and in social media.
Que Publishing; c2012.

Manic M. Marketing engagement through visual
content. Bulletin of the Transilvania University of
Brasov. Series V: Economic Sciences; c2015. p. 89-94.
Moran G, Muzellec L, Johnson D. Message content
features and social media engagement: evidence from
the media industry. Journal of Product & Brand
Management. 2020;29(5):533-545.

Mdiller J, Christandl F. 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. 2019;96:46-
55.

Ozuem W, Willis M, Howell K, Ranfagni S, Rovai S.
Examining user-generated content, service failure
recovery and customer—brand relationships: an

in B2B fi
marketing;

49,

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

~ 249 ~

https://www.allcommercejournal.com

exploration through commitment-trust theory. Internet
Research; c2023.

Phalen PF, Ducey RV. Audience behavior in the multi-
screen video-verse. International Journal on Media
Management. 2012;14(2):141-156.

P&yry E, Pelkonen M, Naumanen E, Laaksonen SM. A
call for authenticity: Audience responses to social
media influencer  endorsements in  strategic
communication. In Social media influencers in strategic
communication. Routledge; c2021. p. 103-118.

Pulizzi J, Barrett N. Get Content, Get Customers.
Bonita Springs, FL: Voyager Media; c2008.

Santiago E. The State of Content Marketing in 2022.
Hubspot; €2023.
https://blog.hubspot.com/marketing/state-of-content-
marketing-infographic

Smiciklas M. The power of infographics: Using
pictures to communicate and connect with your
audiences. Que Publishing; c2012.

Sonawane AY, Khang A. Challenges Faced by
Marketers in Developing and Managing Contents in
Workforce  Development  System.  In Designing
Workforce Management Systems for Industry 4.0. CRC
Press; c2023. p. 285-310.

Soylemez KC. 4W of user-generated content: why who
we are and where we post influence what we
post. Journal of Research in Interactive Marketing.
2021;15(3):386-400.

Stinnett RC, Hardy EE, Waters RD. Who are we? The
impacts of anthropomorphism and the humanization of
nonprofits on brand personality. International Review
on Public and Nonprofit Marketing. 2013;10:31-48.
Suchet J, de Moerloose C. The impact of the type of
content marketing on brand image: An empirical study
on four experimental cases (Doctoral dissertation,
Master’s thesis). Universitécatholique de Louvain,
Louvain-la-Neuve; c2019. Retrieved from
https://dial.uclouvain.be/memoire/ucl/object/thesis:210
25).

Teixeira MM, de Lima Janior JA, de FariasJunior IH,
de Aquino CD, Teixeira MM. Mobility, Cyberculture,
App and Digital Citizenship: A Case Study of
UniversidadeConectada.  In Recent  Advances in
Information Systems and Technologies. Springer
International Publishing. 2017;1(5):503-510.

Troilo G, De Luca LM, Guenzi P. Linking data-rich
environments with service innovation in incumbent
firms: A conceptual framework and research
propositions. Journal of Product Innovation
Management. 2017;34(5):617-639.

Vinson DE, Scott JE, Lamont LM. The role of personal
values in marketing and consumer behavior. Journal of
marketing. 1977;41(2):44-50.

Wang X, Lai IKW, Lu Y, Liu X.Narrative or non-
narrative? The effects of short video content structure
on mental simulation and resort brand attitude. Journal
of Hospitality Marketing & Management; ¢2023. p. 1-
22,

Wathen CN, Burkell J. Believe it or not: Factors
influencing credibility on the Web. Journal of the
American society for information science and
technology. 2002;53(2):134-144.

Wegener R, Sinha V. The value of big data: How
analytics differentiates winners. Bain Brief.


https://www.allcommercejournal.com/

Asian Journal of Management and Commerce https://www.allcommercejournal.com

2013;5(2):65-69.

64. Xiang Z, Magnini VP, Fesenmaier DR. Information
technology and consumer behavior in travel and
tourism: Insights from travel planning using the
internet. Journal of retailing and consumer services.
2015;22:244-249.

65. Xu D, Chen T, Pearce J, Mohammadi Z, Pearce PL.
Reaching audiences through travel vlogs: The
perspective of involvement. Tourism Management.
2021;86:104326.

66. Yang J, Zheng R, Zhao L, Gupta S. Enhancing
customer brand experience and loyalty through
enterprise microblogs: Empirical evidence from a
communication framework perspective. Information
Technology & People. 2017;30(3):580-601.

67. Zhao C, Lu J, Duan F. Application and Research of
SEO in the Development of Web2. 0 Site. In 2009
Second International Symposium on Knowledge
Acquisition and Modeling. IEEE. 2009;1:236-238.

68. Zerfu TA, Pinto E, Baye K. Consumption of dairy,
fruits and dark green leafy vegetables is associated with
lower risk of adverse pregnancy outcomes (APO): a
prospective cohort study in rural Ethiopia. Nutrition &
diabetes. 2018 Sep 20;8(1):52.

69. Targosz-Korecka M, Kubisiak A, Kloska D, Kopacz A,
Grochot-Przeczek A, Szymonski M. Endothelial
glycocalyx shields the interaction of SARS-CoV-2
spike protein with ACE2 receptors. Scientific reports.
2021 Jun 9;11(1):12157.

~ 250 ~


https://www.allcommercejournal.com/

