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ABSTRACT 

 
Digital content marketing is becoming a more important and useful job for digital marketing agencies. This is because 

it helps them get potential customers on digital platforms and build relationships that are beneficial to the brand and 

will lead to more sales in the long run. There is a lack of understanding among practitioners regarding academic 

suggestions for good content marketing strategies, grounded in scientific research on their efficacy and proper use 

across all stages of the digital customer journey. This article examines the conceptual framework of content marketing 

from an inbound marketing viewpoint, aiming to guide practitioners in enhancing customer-brand engagement and 

loyalty. Based on a theoretical overview of the subject, the paper offers recommendations for a content marketing 

management strategy aimed for digital marketers. 
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1. Introduction 

 
Digitalisation has fundamentally transformed the ways in which brands communicate with, engage, and retain 

customers. Content in digital channels (websites, blogs, social media, video platforms) has become a strategic 

asset rather than simply a supplement to traditional advertising. According to Rowley (2008), digital content can 

be considered as “bit-based objects distributed through electronic channels” whose marketing presents unique 

challenges around value, co-creation and consumer participation. The purpose of content marketing is to generate 

customer profit and foster customer-brand engagement and loyalty by producing and disseminating quality and 

pertinent material to a well-defined and understood target group (Lou & Xie, 2021). 

To start a content marketing plan, you need to modify the way you think about how you talk to people. Instead of 

sending out ads, companies utilize an inbound approach, which means that customers look for the brand because 

it has interesting and useful content that teaches and entertains them. With the potential for user interaction, this 

definition highlights the significance of producing and disseminating pertinent, engaging, and valuable content. It 

seeks a mutually beneficial, long-term partnership rather than just boosting sales right away. 

 

Within this context, digital content marketing (DCM) has gained prominence. DCM involves the planning, 

creation, dissemination, and governance of content in digital environments to attract, acquire, engage and retain a 

target audience with the ultimate goal of influencing profitable customer actions. As managers confront 

increasingly cluttered digital spaces, understanding the theoretical foundations and deriving managerial insights 

becomes critical. This paper addresses that need by offering a conceptual review and practical implications for 

practitioners. 

 

2. Theoretical Foundations of Digital Content Marketing 

2.1 Definitions and Scope 

 At its core, content marketing emphasises creating and distributing relevant and valuable content to a well-defined 

audience with the goal of attracting, acquiring and engaging that audience — and ultimately driving profitable 

customer action (Pulizzi, 2014, as cited in Lopes & Casais, 2022) In the digital context, Rowley (2008) argues 

that digital content marketing merits special attention due to the unique nature of digital content: the ease of 

replication, distribution, participation, and co-creation by consumers.  
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Therefore, DCM can be defined as: the strategic process by which organisations create, manage and deliver digital 

content across platforms (owned, earned and paid) to build engagement, trust and long-term relationships with 

customers and other stakeholders 

2.2 Key Theoretical Lenses 

 Several theoretical lenses help frame DCM: 

● Inbound Marketing / Customer Orientation: Rather than pushing messages to consumers, DCM 

emphasises attracting customers through valuable content such that customers come to the brand. Lopes 

& Casais (2022) reference the shift from outbound to inbound approaches. 

● Value-in-Use / Co-Creation: Digital content marketing emphasises the customer’s role in deriving 

value, often through co-creation, participation, and community (Rowley, 2008).  

● Consumer Engagement Theory: Consumer engagement (behavioural, cognitive, affective) is a key 

mediator between content and outcomes (e.g., attachment, loyalty). For example, the study “The Impact 

of Digital Content Marketing on Brand Defence” finds behavioural engagement and brand attachment 

mediate between DCM and brand defence outcomes.  

● Media Richness & Channel Theory: The richness and interactive nature of digital channels matter in 

DCM (e.g., Carlson & Zmud’s Channel Expansion Theory suggests experien­cial knowledge leads to 

richer perceptions of media channels).  

● Diffusion of Innovation and Technology Acceptance Models: DCM often interacts with technology 

adoption, digital platforms, social media usage — these theories can frame how audiences adopt and 

respond to content. 

2.3 Unique Characteristics of Digital Content Marketing 

 Rowley (2008) identifies several characteristics that make DCM distinct: 

● Low marginal cost of reproduction and distribution; 

● High potential for consumer participation and co-creation; 

● Rapid information flows and virality; 

● Value still resides in use rather than just ownership; 

● Complex value chain structures involving platform providers, producers, distributors, and consumers.  

These characteristics imply that DCM must emphasise engagement, community building and sustained relevance 

rather than one-off campaigns. 

2.4 Conceptual Framework 

 Based on the above, a simplified theoretical model for DCM may be posited: 

Content Strategy → Consumer Engagement → Brand Attachment/Trust → Performance Outcomes 
(e.g., loyalty, advocacy, sales) 

This chain is supported by empirical studies. For instance, Alsheyab & Omar (2025) propose that DCM in social 

media leads to intention to visit, mediated by customer engagement and moderated by e-trust. Also, the work in 

the “Brand Defence” paper identifies behavioural engagement and brand attachment as mediators between DCM 

and defence outcomes.  

3. Empirical Developments & Evidence 

 While many studies focus on broad digital marketing, research specific to DCM is growing. 

3.1 Recent Bibliometric & Literature Reviews 

 Hasasi, Rani, Setiawan & Agustina (2025) conducted a bibliometric analysis mapping “digital content marketing” 

between 1988-2025 and found emerging linkages to digital transformation and social media influence. This shows 

the shifting research focus from mere content to platform ecosystem and consumer engagement dimensions. 

Lopes & Casais (2022) provided a conceptual review and recommended practices for practitioners. Nguyen & 

Sun (2021) reviewed international experiences and implications in the Vietnamese context.  
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3.2 Outcome Evidence 

 Recent empirical research shows that DCM positively influences brand defence when mediated through 

behavioural engagement and brand attachment. Studies also highlight that high-quality information (relevant, 

credible, valuable) is foundational: in one review quality of information strongly influences content marketing 

success.  

3.3 Platform Focus & Social Media 

 Social media plays a central role. As Lopes & Casais (2022) note, social media enables both firm-generated 

content (FGC) and user-generated content (UGC) which engage audiences and facilitate brand-community co-

creation. Practitioners increasingly recognise that UGC is becoming more critical than FGC alone. 

3.4 Challenges and Gaps 

 Despite growth, research in DCM still faces challenges: many studies remain conceptual rather than empirical; 

measurement and operationalisation of engagement, content quality, and performance remain inconsistent; long-

term effects (e.g., loyalty, advocacy) are under-studied; and many contexts (emerging markets, B2B, service 

industries) remain under-explored. This gap is documented by Lopes & Casais (2022).  

4. Managerial Insights and Recommendations 

 Drawing from the theoretical and empirical foundations above, we offer key managerial insights for practitioners 

designing and implementing DCM strategies. 

4.1 Adopt an Inbound Mindset 

 Rather than interrupting audiences with sales messages, brands should become resources for consumers by 

producing content that educates, entertains or solves problems. As Lopes & Casais (2022) emphasise, this shift is 

central to DCM success. Managers should audit their content portfolio: is it still sales-push oriented, or does it 

attract interest and deliver value? Documenting and articulating a content strategy becomes critical as firms 

mature. 

4.2 Segment Content by Customer Journey and Touch-points 
 Different content types and platforms work better at different stages of the customer journey (awareness, 
consideration, decision, retention). Managers should map which digital touch-points their target audience 
uses and align content accordingly (e.g., short videos for awareness, how-to blog posts for consideration, 
community content for retention). This aligns with the conceptual chain of content strategy → engagement 
→ brand outcomes. 

4.3 Prioritise Engagement and Co-creation 

 Content that invites consumer participation (comments, shares, user-generated posts) tends to yield higher 

engagement, trust and loyalty. UGC in particular signals authenticity and fosters community. Firms should foster 

brand-user interaction, perhaps via contests, challenges, interactive polls, live sessions. The shift from solely firm-

generated content (FGC) to inclusion of UGC is recommended.  

4.4 Ensure High Quality and Relevance of Content 

 Quality of information remains a foundational determinant. Content must be relevant, credible, timely, and 

aligned with audience needs. As the literature review indicates, only high-quality content effectively drives 

engagement and trust. Managers should develop and enforce quality guidelines (e.g., fact-checking, editorial 

standards, audience feedback loops). 

4.5 Leverage Multi-channel & Platform Strategy 

 Given the variety of digital channels (owned, earned, paid, social), firms should adopt an integrated multi-channel 

approach. Each platform offers different affordances: e.g., Instagram for visual storytelling, YouTube for long-

form video, blogs for in-depth knowledge. Channel richness theory suggests that managerial experience with a 

channel influences perceived richness—so firms should build competence in their chosen primary channels. 

4.6 Measure Engagement and Monitor Value Chain 

 Traditional metrics (clicks, impressions) are insufficient alone. Metrics should extend to engagement (comments, 

shares), sentiment, brand attachment, and downstream outcomes (loyalty, advocacy). Firms should recognise that 

digital content moves through a value chain: not only creation/distribution but also consumer participation, 

platform algorithms, brand community dynamics. Rowley’s (2008) work on value-in-use is relevant here.  
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4.7 Document Strategy & Manage Maturity 

 Lopes & Casais (2022) suggest that firms at different maturity levels (emerging, developing, maturing) need 

different content marketing approaches. Firms should audit current content-marketing maturity, build capabilities 

(e.g., content governance, analytics, community management), and document strategy to move from ad-hoc to 

systematic.  

4.8 Consider Long-Term Brand Building versus Short-Term Sales 

 DCM is not solely about immediate conversion; it is about building relationships, trust, brand affinity, and 

advocacy. Managers should resist treating content as simply another sales channel, and instead position content 

as a long-term brand investment. 

5. Limitations & Future Research Directions 

 Despite the gains, the field of DCM research has limitations. First, many studies remain conceptual or cross‐

sectional, limiting causal inference. Second, measurement of key constructs (e.g., engagement, content quality, 

brand attachment) lacks standardisation. Third, research in emerging markets, B2B contexts, and service 

industries is under-represented. Fourth, the dynamic nature of digital platforms (algorithms, privacy regulations, 

formats) means that research quickly becomes outdated. 

Future research could address: 

● Longitudinal studies examining how content marketing efforts evolve over time and influence loyalty 

and advocacy. 

● Standardised measurement instruments for engagement, content quality, brand attachment in DCM 

contexts. 

● Comparative studies across platform types (e.g., short-form video vs blogs) and geographies (e.g., India, 

Southeast Asia). 

● Investigation of emerging technologies (e.g., AI-generated content, augmented reality) and their role in 

DCM. 

● Research on ethical issues in DCM (e.g., transparency in influencer-generated content, data privacy) 

given the involvement of consumers in content creation. 

6. Conclusion 

 Digital content marketing represents a paradigm shift in how brands engage with digital audiences. Grounded in 

inbound marketing, value-in-use, engagement theory and media channel frameworks, DCM requires firms to think 

beyond traditional advertising. Empirical evidence indicates that engagement and brand attachment mediate the 

path from content strategy to performance outcomes. For practitioners, this implies adopting an inbound mindset, 

aligning content to the customer journey, prioritising quality and co-creation, leveraging multi-channel strategies, 

measuring engagement rather than just reach, and treating content as a long-term investment in brand building. 

As digital platforms continue to evolve, both researchers and practitioners must stay agile. By integrating 

theoretical foundations with managerial insights, this paper aims to provide a helpful roadmap for firms seeking 

to leverage digital content marketing effectively. 
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