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Abstract

Objective

With the rapid advancement of technology, marketers increasingly seek to engage
consumers through digital content marketing on various platforms. Consumer
engagement with the brand is essential for creating value. Therefore, this research aims to
design a digital content marketing model to enhance consumer engagement with the
brand on social media.

Methodology

This mixed-method exploratory study is developmental in purpose and cross-sectional in
design. It has been conducted in two qualitative-quantitative stages. In the first stage,
theme analysis was used, and 119 articles were examined. By integrating the ADO-TCM
frameworks with Lim et al.’s framework and thematic analysis, this research presents a
comprehensive  model illustrating all  predictors  (events/inputs), outcomes
(consequences/outputs), contexts, key theories, and the relationships among variables. To
validate and refine the concepts and theories from the thematic analysis, 11 experts in
digital content marketing from academia and industry were interviewed using snowball
sampling until theoretical saturation was reached. Validity was assessed using the CVR
technique, and reliability was measured with Cohen’s kappa. In the second stage,
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Interpretive-Structural Modeling (ISM) was used to level the model and determine the
relationship between the structures. A questionnaire was designed and given to 14 experts
who were selected by the purposive sampling method. The obtained data were analyzed
using the Micmac tool.

Findings

In the first stage, 94 codes were categorized into 26 themes and 13 subthemes. Social
media characteristics, source characteristics, content characteristics, consumer
characteristics, population diversity, and marketing activities were identified as predictive
variables. Consumer participation in content is viewed as a behavioral decision, with
consumer engagement representing the framework’s outcome. Contexts in this
framework are culture, matching content with media, product type, and consumer
personality. In the second step, the variables were leveled, and the relationship between
them was drawn as a graph. They were classified into four categories based on the power
of influence and the degree of dependence of the identified variables. the characteristics
of social media, sources, content, content-media fit, Al performance, and product type are
considered driving variables. Personality (self-expression) and participation culture are
categorized as linked variables. Consumer participation, brand engagement, collective
diversity, and consumer characteristics are treated as dependent variables. To check the
validity of the content validity ratio index (CVR) and the reliability of the research,
Cohen's kappa was calculated, which confirmed the reliability and validity.

Conclusion

The proposed ADO-TCM-based framework can serve as a comprehensive guide for
academia by outlining key variables (predictors, outcomes, and behaviors) involved in
digital content marketing and customer engagement. Additionally, marketing managers
can use this framework to gain a thorough understanding of digital content marketing as
an effective marketing strategy.
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