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Abstract: In the modern, information-driven, digital world, content marketing has developed into a potent

marketing strategy. Although it is not a novel concept, content marketing is slowly becoming more and
more popular among businesses. What then are the causes of content marketing's increase in today's
society? The usage of content marketing in businesses and the advantages it offers firms are covered in this
essay. Six ways used by firms to adopt content marketing in their operations are outlined in the conclusion.

Keywords: Strategy, Content, Marketing.

1]

12].

[3].

[4].

5].

[6].

[71.
8].

[9].

REFERENCES
Adams, C. (2014). How 3 big brands use storytelling to make everyday products exciting. Retrieved from:
http://www.bruceclay.com/blog/how-to-use-storytelling-forcontent-marketing/
Botha, E., & Reyneke, M. (2013). To share or not to share: the role of content and emotion in viral marketing.
Journal of Public Affairs (14723891), 13(2), 160-171. doi:10.1002/pa.1471
Cherry, K. (n.d.). What is intrinsic motivation? Retrieved from:
http://psychology.about.com/od/motivation/f/intrinsic-motivation.htm
Christodoulides, G., Jevons, C., & Bonhomme, J. (2012). Memo to Marketers: Quantitative Evidence for
Change. How User-Generated Content Really Affects Brands. Journal of Advertising Research, 52(1), 53-64.
doi:10.2501/JAR-52-1-053-064
Content Marketing World looks at the significance of linguistics in brand strategy. (2014). MultiLingual,
25(8), 6.
Fuller, J. (2010). Refining Virtual Co-Creation from a Consumer Perspective. California Management
Review, 52(2), 98-122. doi: 10.1525/cmr.2010.52.2.98
Gagliano, L. (2014). Smarter, not harder: marrying content creation. Public Relations Tactics, 21(8), 13.
Gagnon, E. (2014). Goodbye, b2b brand marketing: Developing content-based marketing programs for the
post-marketing era. International Management Review, 10(2), 68-73.
Goes, P. B., Mingfeng, L., & Ching-man Au, Y. (2014). "Popularity Effect" in UserGenerated Content:
Evidence from Online Product Reviews. Information Systems Research, 25(2), 222-238.
doi:10.1287/isre.2013.0512

[10]. Goldenberg, J., Oestreicher-Singer, G., & Reichman, S. (2012). The Quest for Content: How User-Generated
Links Can Facilitate Online Exploration. Journal of Marketing Research (JMR), 49(4), 452-468.
doi:10.1509/jmr.11.0091

[11]. Handley, A. (2014). The gold standard. Entrepreneur, 42(12), 34-41.

[12]. Harad, K. C. (2013). Content Marketing Strategies to Educate and Entertain. Journal of Financial Planning,
26(3), 18-20.

[13]. Hipwell, K., & Reeves, M. (2013). How to use content to grip your audience like a broadcaster. Journal of
Brand Strategy, 2(1), 63-75.

[14]. Honesty: The best publicity. (2008). Accounting Today, 22(6), 23.

[15]. Hussain, A. (2013). How to pull off coca-cola marketing on a diet coke budget. Hubspot Blogs. Retrieved
from http://blog.hubspot.com/marketing/coca-cola-marketingbudget-ht

[16]. Ind, N., Iglesias, O., & Schultz, M. (2013). Building brands together: emergence and outcomes of co-creation.
California Management Review, 55(3), 5-26.

Copyright to IJARSCT 199

www.ijarsct.co.in



O
%
IJARSCT

Impact Factor: 5.731

IJARSCT ISSN (Online) 2581-9429

International Journal of Advanced Research in Science, Communication and Technology (IJARSCT)

Volume 12, Issue 5, December 2021

[17]. Kelly Services. (2015). Retrieved from: http://www.kellyservices.us/us/ushome/

[18]. Kutlu, G. C. (2008). The antecedents and effects of web site content localization. Society For Marketing
Advances Proceedings, 161-162.

[19]. Lecinski, J. (2014). ZMOT: Why it matters now more than ever. Think With Google. Retrieved from:
https://www.thinkwithgoogle.com/articles/zmot-why-it-matters-nowmore-than-ever.html

[20]. Light, L. (2014). Brand journalism: How to engage successfully with consumers in an age of inclusive
individuality. Journal of Brand Strategy, 3(2), 121-128.

[21]. Marzec, M. (2015). Storytelling that works. Smart Business Pittsburgh, 21(12), 11.

[22]. Merz, M.A., He, Y., and Vargo, S.L. (2009). The Evolving Brand Logic: A Service Dominant Logic
Perspective. Journal of the Academy of Marketing Science, 37(3), 328- 344. doi: 10.1007/s11747-009-0143-3

[23]. Morgen, S. D. (2015). Content Marketing That Converts. Sales & Service Excellence, 14(6), 13.

[24]. Neiburger, E. (2010). Chapter 3: User-Generated Content. Library Technology Reports, 46(8), 13-24.

[25]. O’Reilly, L. (2014). Huffington Post CEO on native ads, content personalisation and UK plans. Marketing
Week (Online Edition), 3.

[26]. Odden, L. (2013). Engaging more influencers and buyers with content marketing. Public Relations Tactics,
20(8), 18.

[27]. Pulizzi, J. (2012). The Rise of Storytelling as the New Marketing. Publishing Research Quarterly, 28(2), 116-
123. doi:10.1007/s12109-012-9264-5

[28]. Rahimnia, F., & Hassanzadeh, J. F. (2013). The impact of website content dimension and e-trust on e-
marketing effectiveness: The case of Iranian commercial saffron corporations. Information & Management,
50(5), 240-247. doi:10.1016/j.im.2013.04.003

[29]. Rowley, J. (2008). Understanding digital content marketing. Journal of Marketing Management, 24(5/6), 517-
540. doi: 10.1362/026725708X325977

[30]. Scott, D. M. (2007). Attention Corporations: Hire a Journalist. EContent. p. 48. Seymour, C. (2014). All
Content Is Personal. Econtent, 37(6), 20-25.

[31]. Solomon, S. (2013). Content Enjoys a Glorious Reign. Marketing Health Services, 33(2), 8-9.

[32]. Strugatz, R. (2013). ‘Digital gets personal’, Women’s Wear Daily. Retrieved from:
http://www.connection.ebscohost.eom/c/ articles/87007892/digital-gets-personal

[33]. Sullivan, H. (2013). Amplified influence: Story marketing can power your PR program in the New Year.
Public Relations Tactics, 20(1), 14.

[34]. Syzdek, N. C. (2014). Going native: Will content marketing work for you. Public Relations Tactics, 21(9), 14.
Retrieved from: http://www.prsa.org/Intelligence/ Tactics/Articles/view/10767/1098/Going_Native Wil
1 Content Marketing Work for You#.VZSThUYsASI

[35]. Tunby Gulbrandsen, 1., & Just, S. N. (2011). The Collaborative Paradigm: Towards an Invitational and
Participatory Concept of Online Communication. Media, Culture & Society, 33(7), 1095-1108. doi:
10.1177/0163443711416066

[36]. Wylie, A. (2014). The Awwwww Factor: How Content Marketing Messages Go Viral. Public Relations
Tactics, 21(4), 7.

Copyright to IJARSCT 200

www.ijarsct.co.in



